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Brodimatic Printing Counters may 
be faced in any of 12 directions. 
Along with flexibility of meter 
mounting and use of extensions, 
this permits efficient, safe load- 
ing deck arrangement. 


BiRotor steel double-case con- 
struction permits line-supported 
vertical or horizontal position. 2 
Rounded contours, and versatility 
of piping arrangement contrib- 
ute to safe, compact installations. 


Richfield Oil Corporation's North 
End Heating Oil Loading Rack, 
Seattle, Washington, using 17 
Brodie BiRotor Meters. 
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“<RYWHERE + BRODIE is linked 
, \ with Progress, Here’s another 


example from the NORTHWEST 


For experienced aid in planning 
your metering program, 

why not phone your Brodie 
representative — today? 
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—demonstrated again in Seattle 
by this clean loading rack layout 


Note how rounded contours of Brodie BiRotor Meters minimize 
hazards to personnel. Welded steel double-case construction per- 
mits Brodie Meters to be line-supported, well out of the ground- 
level danger zone, yet beneath the loading rack to keep working 
areas clear. Extensions put the Brodimatic Printing Counters 
up where they can be seen from truck-top, accessible to operators, 
but again leaving deck unobstructed. Accessibility to measuring 
unit without breaking line connections, and balanced rotary 
operation with ability to survive shock-loads, contribute overall 
safety. And you can depend on Brodie’s exclusive record for 


sustained accuracy and low maintenance. - 


RALPH N. BRODIE COMPANY . san Leandro, ‘California, U. S$. A. 


CABLE ADDRESS: "BRODICO 


MT. VERNON, N.Y 
550 So. Columbus Ave 


CHICAGO OFFICE: 
1227 Circle Ave., Forest Park, III. 


DALLAS 7, TEXAS 
167 Parkhouse St 


SEATTLE 9, WASH 
221-9th Ave. N. 


LOS ANGELES 22, CALIF 
5401 Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE 
IN ALL PRINCIPAL CITIES 


FACILITIES 















Price One Dollar 








“Ethyl” Multi-Purpose Additive gives you 


3 NEW SALES POINTS 
FOR YOUR SPRING GASOLINE 


1. Effective Detergency. “Ethyl” Multi-Purpose Additive removes 
carburetor deposits which are a chief cause of rough idling. 


2. Effective Anti-Stalling. ‘“Ethyl”’ Multi-Purpose Additive prevents 
stalling due to carburetor icing in most cars under most conditions. 


3. Effective Anti-Corrosion. “Ethyl’’ Multi-Purpose Additive forms a 
protective coating on interior walls of the fuel system. 


Look into “Ethyl” Multi-Purpose Additive. Just for its detergent value in 
keeping carburetors clean—this new gasoline improver more than pays 
for itself. Ask anyone who services carburetors—fleet mechanics, garage 
servicemen, your own automotive engineers—and you'll find that deposits 
in the throttle-body area are a chief cause of rough idling and a contribut- 
ing factor to poor mileage. 


“Ethyl” Multi-Purpose Additive costs less than three one-hundredths of 
a cent per gasoline gallon. So when you figure its other values—as an icing 
inhibitor and anti-corrosion agent—how else can you add so much pro- 
motional value for so little cost? 


Your Ethyl Representative can tell you how easy it is to add ‘‘Ethyl”’ 
Multi-Purpose Additive and show you proof of its advantages. He will 
also be glad to outline the wide range of services—including sales promo- 
tion help—available when you buy from Ethyl. 


MULTI-PURPOSE 
ADDITIVE 
aS. 


cee UTOT bccn 
CORPORATION 


ETHYL CORPORATION 
New York 17, N. Y. 








December, 1958 * NATIONAL PETROLEUM NEWS 














COUPLING 
ASSEMBLIES 





Free Catalog F-10R provides de- 
failed recommendation and sizing, 
charts — factual information to 
help in planning, selecting and 
determining installation. 





; 
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The Fastest \ 


Safest, Surest Coupling Known! 


OPW KAMLOKS add extra life to hose . . . guarantee 
greater security in handling all types of liquids. A perfect- 
ly, tight, no-leak seal is made instantly without twisting, 
kinking or straining of hose. Merely slip Adaptor into 
Coupler and press cam levers down. No threads to engage, 
no twisting friction against gaskets, no tools required for 
a connection that holds fast, stays tight. 





OPW KAMLOKS are available in any combination to meet 
coupling requirements in sizes from 12” to 6” inclusive. 


ALL OPW KAMLOKS ARE 100% GAUGED FOR COMPLETE INTERCHANGEABILITY. 


All styles of Adaptors fit in all styles of Couplers of the 
same size. 


BRONZE * MONEL » ALUMINUM © STAINLESS STEEL © SEMI STEEL 


opw CORPORATION 


2735 Colerain Ave., Cincinnati 25, Ohio, Kirby 1-5400 
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LOOKING FOR NEW DEALERS? 


Finding the right men to represent you. Training them 


KE YOUR Keeping them! That's knowledge vital to your business. 


And it’s yours in the Mobil Dealer Selection Program. 
PROBLEMS 7O THE EXPERTS At your request, a trained specialist will be glad to 
“dle! help analyze your personnel situation and make defi 
. nite recommendations. Additional experts are avail 
\ | i r able to assist you with other tough problems too 
: For instance, help you reduce loading time .. . help 
“ 4 e e 4 set up a preventive maintenance program .. . help 
Vi | | S ag >a? : z [: - institute Management procedures that make running 
VIODIE . pe ClAHSU. 
a business easier—and more profitable. 
That's why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . plus top-quality branded products 
add up to a real competitive advantage for you. 
Talk to your Mobil salesman today. He’s your 
direct line to the specialists. 


Tune in “TRACKDOWN"” every week, CBS-TV. 
See your local paper for time and station. 


YOU'RE MILES AHEAD WITH MOBIL! 


SOCONY MOBIL OIL COMPANY, INC., and r NOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 

is e CHICAGO ILLINOIS ) ; I n St. e BALTIMORE 18, MARYLAND—1914 North Charles St. e MILWAUKEE 1 
t t. « KANSAS CITY 1 MISSOURI 2 an ¢ DETROIT 32, MICHIGAN—903 West id i. « ST. LOUIS &, MISSOURI 
\ ] TEXAS = Magnolia tr Ce g ©* LAS ANGELES 54 ‘ dene > orp., 612 8. Flower St., 
Socony Mobile mal jany other ¢ j rvice offices te ive you cl 


NEW YorRK 1 N y ) | 421 
WISCONSIN ” ul Fir 
1140) Lindell Bivd. « DALI 
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Behind Our Headlines 





( FTEN SOMETHING HAPPENS that doesn’t seem to affect 
you directly; but you suspect it will some time. And 
that sets you wondering how. 

So it is with the sudden emergence of two dominant 
all-purpose credit card companies—American Express and 
Diners’ Club. At the rate they’re developing services for 
buying on the cuff, cash will be a nuisance. 

It may be hard to see how all-purpose credit systems 
affect oil marketing, where company credit cards have 
gone over so big. But they will, and on page 90 you 
will find a report telling how. In it is news of the latest 
credit developments. This was handled by Dick Schroeder, 
NPN merchandising editor. 


_ st IN NEW MEXICO IS RUNNING HIGH. That 
somnolent market is wide awake now with a multiplic- 
ity of forces vying for business. 

When Marvin Reid, NPN Southwest editor, returned 
from a trip to New Mexico recently, he filed a complete 
report—probably the most comprehensive description of 
the market since the upheaval began. It starts on page 80 


| Soe THE THIRD YEAR in a row, NPN presents its Christ 
mas Poem filled with names of marketing folk, com 
posed by John Bethell, managing editor 
This fun-to-read verse is on page 9. 


J PN wit Be SO YEARS OLD next February. Many of 
you can help us celebrate it with a birthday issue 
featuring marketing developments since 1909 
I'd appreciate it if you would look in your files for 
old photos, mementos, handbills, advertisements or what 
nots, connected with marketing. They might make the 
anniversary NPN issue that much more interesting. We'll 


return them. 
Caw Qocece kditor 
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Metering Saves Seven Ways 


... Ruan reports on big transports 


Four years ago, Ruan began equipping 30 transport 
trucks with dual Red Seal Print-O-Meters for partial- 
load hauls. Here’s why Ruan now says metering is 
“the only way:” 

(1) Meter-printed tickets build customer confi- 
dence, particularly on “key stop” or night drops; 
(2) printed tickets reduce book-keeping for billing 
and tax records; (3) metering reduces possibility of 
stock shortages; 

(4) Dual meters, delivering regular and hi-test 
simultaneously get the truck out and rolling in half 
the time; (5) When customer orders an exact quan- 


NEPTUNE METER COMPANY 


19 WEST S5OTH STREET * NEW YORK 20, N. Y. 


tity, the ticket is typed in advance, totaling price 
and tax. The Auto-Stop is set for this amount, and 
it is confirmed by the Print-O-Meter with no further 
book-keeping; (6) The meter’s emergency stop 
button helps prevent hazards that might arise 
during delivery; and (7) the meter permits any size 
drop, not limited to big compartments. The meter 
costs far less than extra compartments for smaller 
drops. 

You too can select Red Seal meters with con- 
fidence . . . for all your trucks, bulk plants and 
terminals . . . for accuracy you can bank on. 


| olala Branch Offices: ATLANTA * BOSTON © CHICAGO 
if] 4 t DALLAS © DENVER * NO. KANSAS CITY, MO. 
| | 7 


LOS ANGELES © LOUISVILLE * PORTLAND, ORE. 


fee . SAN FRANCISCO (Millbrae) 
MPD IN CANADA: NEPTUNE METERS LTD., 
f ( 4) 1430 LAKESHORE RD., TORONTO 14, ONT. 


» METERS 














How Neptune Meters Make Money and Save for Others: 


. 


“We have 25 Neptune Meters in use now on our trucks and loading rack and find that they are the 
best that can be bought. We have used just about every type that is on the market . . .” states Mr. 
T. H. Potter, of T. T. “Tom” Potter & Son, Morehead City, N. C. | 





ve 
we) 


Rogers Oil Company, Raleigh, N. C., . . . a Neptune customer for 15 
years . . . have five 3-in. Auto-Stop Red Seals at their bulk plant, filling 
100 and 200-gallon truck compartments. Roger’s big business is kerosene 
fuel for tobacco curing and fuel oil for home heating. They also have 2” 
Red Seal meters on local delivery trucks. 
















" a* 
25 in-plant vehicles are refueled through Red Seal meade A : 
LP-gas “compact” meter at Torrance, Calif., plant of . Si RITIES © SERVICE 
National Supply Co. This fully approved LP-gas meter- ? PETROLEUM PRO DWETS 
ing system included all accessories in one safe, easy- 
to-install unit. ee a +4587 


25 Neptune remote control meters at Esso Standard Oil 
Company's big New Haven terminal speed loading of 8 
transports and trucks simultaneously. Automatic interlocks 
prevent withdrawal of any product until authorized by lock- 
ing ticket into office register. 


OpDDD m: | ig 
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Small outlay keeps New York dealer’s 32 trucks rolling: In 4 to 15 
minutes, practically any meter service problem can be fixed simply by 
substituting one of these ‘spares.’ With the truck back in service, you 
‘can clean, repair or renew the parts at leisure. 


RS 32 














PETELCO’'S dynamic new VERSaLITE provides 101 custom-made lighting combinations from Atocke! 


e New Economy: One custom VERSALITE replaces two—even three separate peri- 
meter poles. Reduces average lighting installation by approximately one-third. 


e New, Clean Contemporary Design: Petelco Silhouette or Deluxe Skyliner fluorescent 
island lights with modern Petelco floods and spots combine beautiful appearance 
in daylight, a perfect selling light at'night. 


© VERSALITES centralize and minimize maintenance. VERSALITES eliminate the : 
unsightly appearance of additional perimeter poles. : : 
e New Super-Strength cog stability assured for every type of Petelco — ; 
VERSALITE combination. =. ( : 
e Write for complete specifications and prices today. “ 


: aig : & 
‘ ft RS cS. \ . 4 : 


2640 ROOSEVELT ROAD + BROADVIEW, ILLINOIS 














AND TO ALL A GOOD NIGHT 


Jingle, jingle, marketing men, 
Christmas season is here again. 

Step up and sample our wassail brew 
Charlie Guzzo, this means you. 

Come one and all: Dick Brehme, John -White, 
Ray Johns, Tom Ryan, Willard Wright, 
Leonard Allen, Wesley Nunn, 

J. H. Williams, Denton Dunn, 
Oil-man-governor Clinton Clauson, 

Both the Sitemans and Harold Dawson. 
Come on, Clyde Port and Selwyn Eddy, 
The night is young, the brew is heady. 


Drink the first cup down in honor 

Of Wrangler Roberts, B. T. Bonner, 
Howard Ingersoll, Bill Penn, 

And Georges Sullivan and Glenn. 

Deck the halls with verdant sprigs 

For Sheldon Smith, Bill Jones, Bill Briggs, 
Carlyle Jennings, D. F. Dickey, 

Arnold Childs, Frank Watts, Roy Brickey. 
Twine the vine for Haines Finnell, 

Hollis Albert, Reid Brazell, 

Bob Goodykoontz, Stan Long, Jack Hall, 
George Gregor, Robert Reed, Bax Ball. 
Open the bung a little wider: 

Pour out cups for Fletcher Rider, 
Connie Bartlett, Ralph McCoy, 

Jim Doctor, Stewart Pomeroy, 

Ernie Digweed, J. F. Marty- 

Welcome, men, to our Christmas party! 


Nothing in Ollie Minor’s glass? 

Or Dave DeTar’s? Alack, alas! 

Fill ’em up with high-test, please, 

And give the same to Marshall Pease, 
Milt Davis, Art DeBlois, Herb Dowd, 
Len Marshman and the Mobil crowd. 
Hey, look who’s here! Tommy Munro, 
Lawson Lard and Emmet Crowe! 

Right behind are Frosty Wilson, 
Barney Majewski, Larry Filson, 

Wiley Butler, Larry Grunder, 

And Paul and Randy Deer, by thunder! 
What an occasion! What a ball! 

Here come Bill Tell, Herb Rapp, Al Wall, 
Bernie Fahey, A. Jack Heath, 

Turner Clack and Louis Leath. 

Following next are Wally Nickell, 

S. K. Waters and Jesse Stickel, 

Charlie Burnette, Bill Knight, Joe Perry 
And Shell’s Doc Jordan, making merry. 
Charlie Bolton is here, you betchum; 

So are Chal Burns, Karl Weick, Ed Ketcham, 
Stormy Fairweather, Mary Hudson, 

And Jay F. Spry with his Christmas duds on 


Now we're rocking! Ring that bell 

For Leo Hoar and Austin Snell, 

Wally Curtis, Marion Dice, 

Monte Blakely and J. O. Price. 

Let’s brainstorm a toast to LeRoy Schneider, 
Laurence Zust, Frank Fulenwider, 

Barney Hedstrom, Russell Schmidt, 

Bert Devere, Bill Fuchs, Tom Witt 

Know any good routines? Then do some 
For Crown Centralians Hemphill & Newsom; 
To follow it up, let each man stand 

And drink her down for Morton Sand, 
Wendy Thoreson, Harry Moir, 

Willie DesChamps, Riley Boyer; 
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Salud, Gene Maples, Sargeant Lea! 
Also the Houghlands, pere et fils, 
Richard Thoni, Ray Pochel, 

Arch Ault, L. W. Frizzell, 

Dwight F. Benton, Teddy Lyon 


Time for another round! Who's buyin’? 


Walter Simas! Give us a tune! 

We'll get Buzz Burton and Clarence Boone 
To back you up and set the pace, 

And Lowell Hunt can sing the bass 

Ihe field is rich; let’s get Fred Meeder 

To take the lead in our Christmas lieder 
Now sing “For He’s a Jolly Good Fellow” 
For William Eck and John Costello, 

Burt Pickard and Henry Morgan, 

While George McDaniel plays the organ. 
Sing on! For Dwight T. Colley, Col., 

Raise the roof with noise infol., 

And sing a song for Lacy, Hugh, 

Albert Stoessel, Jack Picou, 

Charlie Noll, Ed Lang, Ted Wellman, 
Harry Peckheiser, Vern Bellman, 

Harry Read, Sam Reeve, Joe Hadley, 

Justin Fritts, Paul Hawk, Paul Bradley. 

Don’t stop! Just let the music play on 

For Harry Berg, Bill Ray, Jim Crayhon; 

Let the choir grind out ditties 

For Paul Boyd (Wilshire), Paul Boyd (Cities), 
Lyle Munson, Ray Kennett, 

Bennie Davis and Bruce Wemett, 

Bart Hawke, Jack Minner, Harry Green 
Howard Hetzner and Bill Seuren. 

Bob Berg and Ohio Oil’s Chris Hauser 
Are getting together to sing a rouser 

Dan Lundberg’s singing duets with Trilby 
If the cops aren't on their way, they will be 


Bill Brown, you play the hurdy-gurdy 
For Howard Teak, Tom Phelps, Doc Gjerde; 
Let’s hear that Christmas welkin ring 
For Bill, John, Ken and Kerryn King 
Bill Marquis, Tony Mazziotti, 

Genial Rudy Cubicciotti, 

Aubrey Keif, Len Jobe, Dick Coe, 
Dick Knox and Meyer Kopolow 
Breathe deeply, friends, and carry on 
With toasts to Millers Charlie, Don, 
Ed, Jack and William—any more? 

If not, let’s serenade Bus Lohr, 
Howard Vesper, Leslie Neal, 

Arnold Jones, Dick Kuss, Tom Veale, 
Walter Brunn, Paul Fike and spouse, 
The Fehsenfelds and Spindle Krause 


Empty the cup of Christmas wishes 

With toasts to Naph-Sol’s tandem Gishes 
May Santa dump a loaded sock 

On J. M. Shea, Les Auerbach, 

And may he bring a “get-well-fellas’ 

lo E. K. Bennett and Otis Ellis 

An oil change to Dayton Clark 

A set of trains to Halsted Park; 

New imports rules to Harry Hilts; 

Max Burns, a set of Clan Burns kilts; 
The fastest back you've ever seen 

For Miles M. Mills to send the Green; 

A DE boom to I rr. White 

Merry Christmas to all, and to all a good night 


JOHN T. BerHect 
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Du Pont FOA-2 is added to residual fuel as it's pumped into sludge-ridden tank. 


$20 worth of FOA-2 saved $800 desludging job 
...and with no downtime 


A power plant serving two industrial 
laboratories burns between 1,000 and 
1,500 gallons of residual fuel, daily, from 
a $0,000-gallon tank. 

Recently, it was discovered that six 
inches of sludge had accumulated in the 
bottom of the tank. Constant temperature 
had to be maintained in the laboratories, 
so a tank-cleaning firm was called in. 
They gave a firm estimate of $800 for 


This is the powerhouse that had to maintain serv- 
ice, so that essential temperature control, in the 


laboratories it served, could also be maintained, 


10 


cleaning the tank mechanically. Consid 
erable downtime would be required. 

Looking for an alternative, the power 
superintendent decided to try using 
Du Pont Fuel Oil Additive No. 2 to break 
down the sludge. After one week of op- 
eration, during which only $20 worth of 
FOA-2 was used, no sludge could be de- 
tected. Moreover, there was no down- 
time. The tank was in use all during the 
clean-up period, Boiler room operations 
were completely trouble-free throughout 
the time the sludge was being dispersed 
and burned with the oil. 

In addition to sludge removal, preven- 
tion of sludge is an improvement FOA-2 
gives residual fuels. It is an excellent 


stabilizer, solubilizer, and dispersant. 

Being nonmetallic, the additive burns 
with the fuel, leaving neither ash nor 
other residue. Refiners as well as their 
customers profit from the use of FOA-2, 
because it helps to stabilize all forms of 
distillate fuel oils, as well as residual fuel. 
These include blends such as catalytic- 
cracked scocks combined with straight- 
run products. 

Your DuPont representative can give 
you further details. Or write for a copy 
of our comprehensive 24-page FOA-2 
book. It contains complete technical and 
experimental data. E. I. DU PONT DE NE- 
MOURS & Co. (INC.), Petroleum Chemi- 
cals Division, Wilmington 98, Delaware. 


Tetraethyl Lead 


and other 
Petroleum Additives 


M66. u. 5. pat. ort 


Better Things for Better Living 
e+ through Chemistry 
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Letters 


Unifying Oil Heat's Efforts 


One strong, composite organization should 
represent heating oil, NPN editorial urged. 
Here's what our readers say about it 


fo THe Epiror: 

Your editorial, “Time for Heat- 
ing Oil To Unify” [Nov, p75], car- 
ried an appropriate, timely and valu- 
able message for our industry. 

One of the evils at the present 
time is a diversity of effort through 
various Organizations. We now have 
two major groups and an affiliate of 
each—a total of four agencies. These 
are the Oil-Heat Institute of Amer- 
ica (in its 37th year) and its public 
relations and newspaper release arm, 
the Oil Heat Industry News Bureau; 
and Oil Heating Market Reports and 
its public relations (communication) 
arm, the National Fuel Oil Council. 
All duplicate in a number of respects 
the others’ efforts . The import- 
ant point is that essentially these four 
agencies all have the same basic pur- 
pose, the betterment of the oil heat 
ing industry. 

It would be to the ultimate ad 
vantage of everyone concerned if the 
unity of purpose could be drawn into 
a unity of effort and result, or that 
there be an apportionment of spe 
cific parts of the efforts of each so 
that all duplication, waste and com- 
petition could be avoided. 

If these groups cannot be drawn 
together into a single agency, then 
perhaps their efforts could be highly 
coordinated so that there would be 
greater practical benefit to the indus 
try, with each utilizing its best efforts 
for the common good. 

CHARLES H. BURKHARD1 

National Secretary 

Distribution Division 

Oil-Heat Institute of America, Inc. 
New York 


When I finished reading the edi- 
torial, I said to myself, “That's it 


COMING IN 


That is what somebody 
have said a long time ago.” 

From where I sit, if your editorial 
gets the attention it should have, 
then it is the most constructive job 
done for the fuel oil business in re- 
cent years. 

No military man organizes an of- 
fensive campaign as we do, letting 
several groups plan strategy and 
carry out wholly independ- 
ent of the others. This is not or- 
ganization, and, consequently, we 
need expect no concrete results from 
it. 


ought to 


tactics 


Harvey W. Lewis 

President 

Lewis Oil Co. 

Port Washington, N. Y. 

PWith OHI ready to make any 

changes necessary, I believe it could 

yet at the job more effectively and 
quicker than any new creation 

I. R. LoizEaux 

T. R. Loizeaux Fuel Co 

Plainfield, N. J. 


All I can add is a loud and fer- 
vent “Amen.” 

The continuing lack of unified 
leadership is a disgrace which scanda 
lizes those of us who have pledged 
support for united 
try action, and, at the same time, 
responsibility 


personal indus 
are charged with the 
to advise local markets of their best 
interests under changing market con 
ditions. 

The divergent 
“weighted 
politics, conflicting interests and small 


plans and sugges 


tions down by personal 


jealousies,” have come to the fore 
only because there was a vacuum to 
be filled. 


Perhaps our problem is that we 


@ What's ahead for oil marketers in 1959 


EVER-TITE 


Standard Adapter 


and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE 
Shank Hose 
Coupling 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


e How community service pays off 


JANUARY 


@ More new ideas in service stations 


Dust Cap 
EVER-TITE Dust Protectors 


December, 1958 * NATIONAL PETROLEUM NEWS 





| 


<—— 1. Cover of neoprene compound 


<€— 2. Rayon Braid 


+— 3. Steel Wire 
<— 4. Rayon braid 


<—— 5. Tube of Buna-N 
Compound 


Quaker tank truck suction hose 
CAN’T CRACK OR COLLAPSE 
Stays flexible at low temperatures 


Here’s the hose you want for fast, free-flowing transfer 
between tank and truck—in any weather. Use it for all 
petroleum products and most solvents; for suction as well 
as discharge. 

This Quaker hose is non-collapsible, with small outside diam- 
eter and exceptional flexibility. Strong steel spring wire 
reinforcement and high tensile braided rayon are combined 
for full, free flow in any position. Couplings can be grounded 
to this same wire to dissipate static electricity. The sturdy, 
neoprene compound cover stands up to oil, sunlight and 
abrasion. Available in lengths up to 50 feet. 


Get complete details on this popular Quaker hose from your 
local Quaker distributor. Or write Quaker Rubber Division, 
H. K. Porter Company, Inc.; Phila., 24, Pa., or Pittsburg, Calif. 


Hi. K. PORTER ComMPAny. INC. 


QUAKER RUBBER DIVISION 


NATIONAL 


Letters 


have too many good managers and 

not enough good leaders. Leadership 
is not the same as managership! 

ROBERT LYNCH, JR. 

Secretary 

Better Home Heat Council 

Hartford, Conn. 


Commercial Account Backtalk 
>The comments of major executives 
on commercial accounts [Nov., p78] 
sound like so much double talk that 
I don’t think they warrant analysis 
or criticism. It is obvious the majors 
are determined to obtain every con- 
ceivable gallon regardless of cost... . 
Some majors claim distinction by not 
having sold commercial accounts at 
a price below the jobber cost. Re- 
fraining from selling at below jobber 
cost provides no solution for the job- 
ber who has been wiped out of the 
opportunity of participating in this 
class of business. 

In our own case, we no longer 
consider ourselves in the commercial 
account gasoline business which in 
the past accounted for a very sub- 
stantial percentage of our volume. 

The clue to major thinking is ex- 
emplified by one of the vice presi- 
dents who said, in so many words, 
that jobbers should be satisfied to 
dominate the home heating business 
and let majors take over the commer- 
cial account. This kind of thinking is 
what has induced the horrible situa- 
tion that exists. 

It appears that jobbers had _ best 
reconcile themselves to live without 
commercial accounts or go broke. 

S. B. WILKES 

President 

Crown Petroleum Corp. 
Hartford, Conn. 


mI detect a unanimous expression 
that no one wants to accept the re- 
sponsibility of creating this Franken- 
stein. Their answers all boil down to 
a mish-mash—companies trying to 
blame it on their competitors. They 
also seem to think there is nothing 
that can be done; and, instead of the 
situation looking bright in the future, 
they present a view of pessimism. 

I, as a jobber, feel that the majority 
of jobbers who have fallen prey to 
reducing their prices have done so 
at the insistence of their suppliers. Of 
course there are exceptions, but | 
still feel this statement is fundament- 
ally correct. 

I have always been one to say I 
do not want government regulating 
any part of the petroleum industry, 
and I still feel that way. However, I 
find myself toying with the idea that 
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maybe I am wrong. I find myself 

wondering whether I would rather be 

a bankrupt jobber sticking to certain 

principles which I believe or aban- 

doning these principles and swinging 

to the other side and probably surviv- 

ing. Mind you, | said probably sur- 
viving. 

HARDIN KIMREY 

Vice President 

Sampson-Bladen Oil Co. 

Clinton, N. C. 


Of course I do resent the implica- 
tion that jobbers are not well qualified 
to serve consumer accounts, but, aside 
from that, there are only two steps 
necessary in solving this problem in 
my humble opinion. 

First, as most of the gasoline in 
this country is manufactured by inte- 
grated suppliers, over-supply can be 
reduced to a negligible quantity if 
each company will assume the re- 
sponsibility of producing only the 
product for which it has demand from 
its normal customers rather than dump 
it to other people’s customers, some 
of which may be buying from the 
company’s very own resellers. 

Would an automobile manufacturer 
turn out more cars than he can expect 
to sell? The privilege of integration 
should certainly impose the respon- 
sibility for this self-control. 

Secondly, it’s about time that the 
double standard of sales policy be 
eliminated. If there is any favoritism, 
the branded reseller and not the con- 
sumer should certainly be the fair- 
haired boy, both from the point of 
view of loyalty and of volume... . 

As a matter of fact, the only fai 
solution must be to establish an aver- 
age and equitable realization as the 
fundamental basis of sale to all classes 
of trade. 

Until such a time as the integrated 
suppliers stop their own over-supply 
and market on their own one-class 
basis to all of their customers, there 
will be no relief. 

JOHN HARPER 
Harper Oil Co. 
Lone Island City, N. Y. 


Modernization Reprints 


lips on how to make mod- 
ernization pay off in oil market- 
ing are featured in reprints of 
the 48-page report in the Octo- 
ber NPN. Reprints may be ob- 
tained by writing to Reader 
Service Dept., National Petro- 
leum News, 330 W. 42nd St., 
N.Y. 36, N.Y. 











LOOK FOR THIS 


SYMBOL OF SERVICE AND SATISFACTION 


ON THE PUMPS YOU BUY 


nO) ad —1 0 


ROTARY PUMPS 


For Transports 
Fig. 1809 Lightweight 
Aluminum Pump 


A compact unit of simplified design 
and construction for over-the-road 
tank trucks. Housing is light- 
weight, heat-treated Aluminum- 
Silicon-Magnesium Alloy . . . 
chrome-iron gears cast integral 
with steel shafts. Bearings are Alumi- 
num-Tin alloy for long wear and 
high corrosion resistance. Relief valve 
easily removed without changing set- 
ting. Standard 3” pipe tap ports. 
Pressures to 125 PSI 


Capacity to 175 GPM 
Speeds to 1000 RPM 





For Local Delivery 
Fig. 3605 
Tank Truck Pump 


Cast iron pump with hardened iron 
helical gears and steel shaft. Handles 
thin or thick liquids . 
smoothly and quietly in either rota- 
tion. Mechanical seal is self-adjust- 
ing; precision-lapped mating surfaces. 
Series 3600 also available with packed 


. Operates 


box. 


Pressures to 100 PSI 
Sizes 40 to 122 GPM 





For Bulk Plants 
Series 3600 Pump 


Furnished on steel bed plate with or 
ready to receive motor; complete 
with totally-enclosed anti-friction 
gear reduction. Use indoors or out- 
doors; no pump house needed. Three 
gear ratios available. 


ROPER 





Pressures to 100 PSI 
Sizes 30 to 300 GPM 


ROPER HYDRAULICS, INC. 


ROTARY PUMPS 
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THIS NATIONAL SYSTEM simplifies charge control, increases 
sales, and provides tight cash and inventory control. 


“Our ational Incentive Plan 
saves us 3,000 a year... 


C. PACELLA and J. PACELLA, owners 
of Pacella’s Shell Service Station. 


PACELLA’S SHELL SERVICE 
Station in Cincinnati, Ohio. 


pays for itself every ll months ” ailihaniinidia Shell Service Station 


Cincinnati, Ohio 


“Since we installed our National In- 
centive Plan, our employees are com 
pleting jobs in half the time previously 


required,” writes C. Pacella, co-owner of 


Pacella’s Shell Service Station. “With 
the National Plan each man feels that 
he is in business for himself! 

“Our National Cash Register fea 
tures separate cash drawers for each 
erployee, providing individual respon- 
sibility for money and records. This has 
reduced cash shortages to a minimum. 
All charge sales are recorded and cus 


tomers accounts posted to date, auto 
matically, on the register 

“Through increased operating effi 
ciency and reduced record-keeping 
costs, our National System saves us 
more than $3,000 a year, pays for itself 
every 11 months!” 


(/ or 8 
r—, 2 / 
dnt $f £O6£L1. 


co-owner of 
Pacella’s Shell Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES 
14 


HELPING BUSINESS SAVE MONEY 


NATIONAL 


Your service station, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves quickly through 
savings, then continue to return a regu- 
lar yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow & ya & 


pages of your phone book.) 


*TRADE MARK REG. U.S. PAT. OFF. 


CASH REGISTERS * ADDING MACHINES. 
ACCOUNTING MACHINES 


ncr paper (No Carson Required) 
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WAT SAH BO v« 


WHAT BLEND DO YO 





SILENT SALESMEN are these Scott Wipers, promoting Sun Oil Co.’s custom 
blending. Sun bought 18-million with the imprint, “What blend do you use?” 


) 

A DEALER can double his business 
by accepting all credit cards, says 
Royalite Oil Co., Ltd., Calgary, Allta. 
But Royalite advises its own dealers 
to forward the name and address of 
the customer so Royalite can send 
him its own credit card. 

(For a report on the latest develop- 
ments in the credit field, see page 
90.) 


> 


NEED A SUBTLE little reminder for 
that commercial customer who hasn't 
ordered recently? One jobber mails 
or hands out a miniature card (*%4 
x 134”) with his name and address 


” 


on one side and this message on the 
other: “Not having received a sub- 
stantial order from you for a long 
time has made this small card neces- 
sary.” 


Hy 


oD 


FUEL OIL DEALERS are already 
looking forward to next summer. With 
a busy heating season closing in, an 
East Coast dealer is determined to 
keep full crews working through the 
summer “slack” season. His answer to 
seasonal layoffs: air-conditioning. He’s 
soliciting installation contracts for ail 
conditioning systems right now, and 
has hired a core of experts to keep 
things humming next year. 


> 


SWEETEST SOUND to any man Is 
his name. It’s easy to remember it 
when the customer’s a regular. But 
what about when he’s not? Here are 
some helpful hints for your dealers: 

e Post inside the station a list of 
every new customer, the make and 
license number of his car. When the 
car comes again, a quick check of 
the list will give the owner’s name. 

e Write the customer’s name on a 
lube sticker and attach it to the 
radiator. Next time the dealer gets 
under the hood he'll be able to call 
the customer by name and tell him 
what he needs 


> 


PEBBLE BREAKS in windshields 
can be quickly patched with a dab of 
model airplane glue. The glue seals 
the crack in the glass and prevents 
the weather from discoloring the plas- 
tic layers inside. Bonded of Indiana 
dealers find this free service “cements” 
good customer relations 


tty 


i 


SHOW HIM in black and white he 
needs new tires. Suggest to camera 
owning dealers that they take a pic 
ture . © that worn-out tire and send it 
to the customer. At very least itll be 
a vivid reminder. Send along a trade 
in offer and any other sales material 
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Opw's 
No. 15 INSERTABLE 
UNION CHECK VALVE 


« MOLDED NYLON BODY 

« CONFORMS WITHOUT 
DISTORTION 

ELIMINATES GASKETS 


3 No. 15-S 
* . 


No »-S with smoothly con 
toured no-seam full flow 
40-mesh brass screen strongly 
secured on nylon body by 
nylon retaining ring 


1° 


HERE’S HOW EASILY YOU CAN INSERT 
OPW’s No. 15 IN EXISTING PIPE LINES. 
Just loosen union locking ring and 
separate the union—insert the check 
valve so that the face of the union 
rests against gasket type fins—fins 
automatically adjust to points of con- 
tact for a perfectly tight, long last- 
ing, leakproof seal. 

Prevents line flow of liquid in one 
direction while allowing free flow in 
the other. 

FREE BULLETIN NP-25* tells all about 
the construction features and per- 
formance characteristics of this new 
“Award Winning” Check Valve. Write 
for it now on your letterhead. 


*Available on request. 


_ OPW corporation 


VALVES « FITTINGS * ASSEMBLIES 
for handling hazardous liquids 


4 
) Colerain Ave., Cincinnati 25, Ohio, Kirby 1-5400 





cr 
OW CORK & SEAL COM! 


How to package oil 


for a great little market 


Motor oil sales can get a boost with this exclusive 
new Crown package —the ‘‘Ful-Safe 15’’. It’s the new 
15-ounce can especially designed to meet crankcase 
capacities of popular small cars. 


The ‘‘Ful-Safe 15” also provides an extra measure of 
full crankcase protection for high-speed, high-per- 
formance engines when a full quart is not needed. Here’s 
a real sales opportunity! 


This is another example of how Crown helps ferret out 
new merchandising opportunities for your products. 
Call the Crown man for consultation on packaging, 
processing or filling problems—or new ways to serve 
your markets. Crown Cork & Seal Company, Inc., 
Can Division, 9300 Ashton Road, Philadelphia 36, Pa. 


for closures 
for containers 
for machinery 


CROWN CORK & SEAL COMPANY, INC. 
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What They're Saying 


About station costs... 
industry togetherness .. . 
long-range forecasting 


G¢We have to give up the luxury 
of back-biting and name-calling with- 
in the industry. There are neighbors, 
gentlemen, and they’re listening in- 
tently to every word we say... . In 
the public mind we are a single in- 
dustry, a unit, so we might as well 
accommodate ourselves to the con- 
cept of togetherness.” Bernard L. 
Majewski, president, Great American 
Oil Co. 


¢ The long-range planner must be 
sure of his data and _ thick-skinned 
with respect to critics. He is known 
as a disrupter of the status quo... . 
Long-range planning may not win 
our company’s popularity contest, but 
it will be the biggest contribution 
toward assuring that there will con- 
tinue to be a company.” L. C. Me- 
Kesson, vice president, Ansul Chem- 
ical Co. 


(¢ Perhaps you can market all your 
products without jobbers, but you 
can’t do a public relations job with- 
out them. You’re not going to de- 
velop a climate in which a privately 
managed and competitive oil industry 
can best serve the American people 
without the jobber. Without the job- 
ber, you will eventually have nothing 
but bigness . . . which will ultimately 
add up to big regulation and big 
socialism.” Joseph W. Butler, presi- 
dent, Pennsylvania Petroleum Assn. 


¢¢The best oil-heat promotion pro- 
gram you can put together doesn’t 
mean peanuts if oil-heat equipment 
costs don’t go down. What we need 
is a crash program, or in five years 
in the Hartford area the oil market 
will be obsolescent.” Robert Lynch, 
executive secretary, Hartford (Conn.) 
Better Home Heat Council. 


NPN’s Saying-of-the-Month 





CC You may well think, and justi- 
fiably, that it cost too much to build 
a service station in the early fifties. 
Yet you may well find yourself look- 
ing back on those days with a wish 
that costs would only get that low 
again.” Dwight F. Benton, vice presi 
dent of sales, Standard Oil Co. (Indi 
ana). 





We Wish You 


To Independent 

Distributors and Dealers, 

and to all good oil people 
everywhere... a Happy Holiday 
Season and may your New Year 


be wreathed in smiles. 


S\ RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17,N.Y. 


Serving the Eastern Seaboard from Maine to Florida 
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WEAVER TWIN POST-the “number-one” 


WN NHN 
a 1959 
= AGAIN PROVES 
WEAVER’S 
ABILITY to 
design lifts 
that do not 


become obsolete! 


lift for service stations 


Shown above is 1959 Pontiac on EC-102 Weaver Twin Post Lift 


MORE AND MORE MAJOR OIL COMPANIES ARE MAKING 
THE WEAVER TWIN POST THEIR “NUMBER-ONE” LIFT. 


For past, present and future use in service stations, the 
Weaver Twin Post Lift beats ’em all. No new model car 
has ever obsoleted the Weaver Twin Post Lift — It handles 
all 1959 models — or older models — long, medium or short 
wheelbase. Model EC-102, illustrated, is rail-less, and pro- 
vides unobstructed chassis accessibility — lifts cars at outer 
ends of lower control arms for completely relaxed front 
suspension and proper ball joint lubrication —the safe 
way to handle Air Suspension cars . . . Current model 
Weaver Twin Post Lifts, with standard adapters easily 


handle jobs that can not be raised safely on other lifts. 
Because of its utility and anti-obsolescent qualities, the 
Weaver Twin Post should be the NUMBER ONE lift 
for you. 


IF YOU NOW HAVE Weaver Twin Post Lifts — you'll 
be glad to know that your lifts have not been made ob- 
solete because of changes introduced in some new cars 
and trucks . . . For early model lifts, new saddles and 
adjustable adapters — or conversion kits — by Weaver will 
enable you to bring your equipment up-to-date. 





WEAVER HYDRAULIC JACKS 


Weaver Lo-Hi-Draulic Jacks are geared to 
the faster, more exacting pace of modern 
service station operations. You can count on 
them to slash job time and boost job profits. 
Take advantage of the time saving, effort- 
saving features they offer. They are designed 
to answer present and future service needs. 
Available in capacities of 114, 11%, 2, 4, 10 


and 20 tons to fit every requirement. 


MODEL WA-72 


WEAVER 





AUTOMATIC 
OVERHEAD 


WEAVER CAR WASHER 


Take advantage of the full profit possibilities that car 
washing service offers. It's easy with a Weaver Automatic 
Overhead Car Washer. No costly installation is needed. 
No floor tracks, large inlet pipes, special drains, storage 
tanks, splash walls or curtains required. You merely 
anchor chains overhead, connect water, and plug into 
electrical outlet. 


MANUFACTURING CO., SPRINGFIELD, ILL., U.S.A. 


SERVICE SHOP EQUIPMENT 


Complete line includes: Twin Post Lifts . . 
and Frame Type Lifts... . 
Headlight Testers . . . 
Wheel Dollies 


Equipment . . . 


. Triple Post Lifts . 
Bumper Lift . 
Brake Testers . . 
and Air Compressors. 


Single Post Roll-on, Free-Wheel 
Car Washers . . . Wheel Alignment 
Wheel Balancing Equipment Jacks 


Unit Lifts 
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South Dakota 


THE ANNUAL fall meeting and 
trade show of the South Dakota Inde- 
pendent Oil Men’s Assn., was a rela- 
tively placid affair with the member- 
ship adopting, as one spokesman put 
it, “just about the same program we 
do every year.” 

The only real headache of South 
Dakota jobbers is the same one that’s 
annoying jobbers all over the nation 

commercial accounts. In a resolu- 
tion, association members deplored 
major supplier sales to consumer ac- 
counts at prices below those offered 
the jobbers, (See page 78.) 

The 300 registrants at Rapid City’s 
Sheraton-Johnson Hotel also heard W. 
P. Marquam, manager of trade rela- 
tions for Pure Oil Co., discuss the 
responsibilities of supplier and jobber 
for local promotion. Marquam titled 
his talk, “Whose Job Is It?” and con- 
cluded it was up to the jobber to 
promote new accounts in his own 
trading area. On the other hand, the 
supplier’s responsibility, he said, is to 
provide merchandising and promo- 
tional material for the jobber to use. 

L. S. Marshman, manager of the 
fuel oil division for Socony Mobil Oil 
Co., outlined programs jobbers could 
use to push fuel oil over the chal- 
lenges of natural gas and electricity 

The South Dakota jobbers also 
heard Howard G. Meyers, manager of 
wholesale sales, Sinclair Oil Co., dis- 
cuss the importance of mutual co- 
operation in supplier-jobber relations 

Holger Anderson of Sioux Falls 
was elected association president, suc- 
ceeding outgoing president T. A 
Bonde of Hot Springs. 


NOMA 


TAX LAWS took the spotlight at the 
National Oil Marketers Assn. annual 
meeting. 

NOMA attacked the principle of 
percentage depletion allowances, 
charging that the majors receive un- 
warranted competitive advantages 

Co-operatives and foundations were 
attacked on the same basis. 

NOMA urged more tax relief for 
small business and called for a change 
in the level of federal gasoline tax 
collections. 

Another resolution called for the 
refund of gasoline tax paid on product 
lost through disasters. 

NOMA urged the Justice Depart- 
ment to seek divorcement of market- 
ing, and called on the Attorney 
General to expedite the trial of the 
“International Oil Cartel” case. 
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UN TTL TEL PG 
HHI 


HULL (It 


New headquarters for ‘TOMA, which claims it’s the second state association 
to have its own building. Admirer is executive secretary Elizabeth Walker. 


Tennessee Oil Men Open House 


HIGHLIGHT of the Tennessee Oil 
Men’s Assn.’s annual convention was 
open house at TOMA’s new head 
quarters in Nashville. 

It’s at 1808 Division St., across the 
street from the old house in which 
TOMA had previously rented office 
space. 

rOMA officials say Tennessee’s now 
the second state association to have 
its own building, preceded only by 
the Texas Oil Jobbers Assn. 

The structure has a_ reception 
room, executive office, work rooms, 
conference room and kitchen. It’s 


virtually fireproof, with fiberglass 
ceiling, wallboard and draperies. Cost 
$33,000 

At a business meeting, the jobbers 
adopted a code of ethics: the associa 
tion pledged (1) not to attack any 
segment of the oil industry without 
a careful and well-documented in 
vestigation, (2) to help sell the public 
on the free-enterprise principles of 
profit and competition, and (3) to 
promote practices and programs that 
will benefit both the industry and 
the public 

(More Associations on next page) 


EVER-TITE COUPLING CO. INC 
254 West 54th Street, New York 19, N 





Associations 


Virginia: The Accusing Finger Points 


BRANDED JOBBERS in Virginia names, but informally jobbers accused 
feel they’re being forced to go wholly almost all suppliers operating within 
or partially unbranded because most the state. 
suppliers are selling to private brand- The price situation is so bad in 
ers at lower prices than they sell to some areas, claim jobbers, that they 
their own jobbers. refer to themselves as “commission 
So says the Virginia Petroleum agents with jobber overhead.” 
Jobbers Assn. in a resolution passed VPJA members aren’t about to 
at its semi-annual meeting in Roanoke. suffer in silence. They asked the board 
The association didn’t mention of directors to re-activate their reso- 


*, ANOTHER VIKING PUMP 


MONEY-SAVING: 


INSTALLATION 


For Standard 
meer 
», Kentucky 


* 


8 - inch Heavy - Duty Viking 
Pump unit, with totally 
enclosed herringbone gearing. 


VikKINg 
t Ker tucky 
for instal 
1a) os marne 
» pump s s to load barges, trans 


Ind tank tru 


and tr ey 
vany Viking 

5, oil canning 

pla f Kentucky s § 
state territory ) t hey us nany Viking Pumps 
mounted on tar livery tr If you ( od pumps witt 
fast self-priming and s ot ven flow t ve tstanding per 

formance at low cos ( ( on ki 'UMpPS For information 


( write for bulletin CR 


i VIKING PUMP COMPANY 
Cedar Falls, lowa, U. S. A. In Canada, it's ‘ROTO-KING"’ pumps 


fied 





See Your y 


NATIONAL 


lutions committee to publicize their 
votes. 

So far VPJA hasn’t had much suc- 
cess in wooing fuel oil distributors 
into membership. Now the association 
plans two new approaches—one for 
the brain, the other for the pocket- 
book. 

VPJA will ask the state OHI group 
to cooperate in developing a library 
for fuel oil dealers. 

A committee is studying the pos- 
sibility of reducing membership dues 
for fuel men to one-half of those for 
regular membership. The theory is 
that after two years fuel men will find 
association activity worth the full 
price. 

A fuel-oil speaker was on this meet- 
ing’s program. Charles Eyster of 
Goodling Electric Co., York, Pa., gave 
some down-to-earth ideas for cutting 
delivery costs—faster tight-fill connec- 
tions, more powerful pumps, bigger 
hoses and less pencilwork for drivers 
—and for improving customer rela- 
tions. 


North Carolina 


A PLAN to ask the state for a price 
structure investigation, urged by some 
members of the North Carolina Oil 
Jobbers Assn., was squelched at the 
group’s fall meeting. 

The association voted not to do 
anything that might lead to govern- 
ment intervention, state or federal. 

The jobbers felt that though the 
price situation was indeed bad, there 
were signs of improvement. 

The week before the meeting, 
prices improved generally, although 
in scattered areas, especially at Ra- 
leigh, price wars were worse than ever. 

Then too, more suppliers were 
showing interest in jobber-supplier 
meetings; sessions were better at- 
tended and more vocal than ever 
before. A dozen companies partici- 
pated, earning an official commenda- 
tion from the association. 

During coffee breaks, there was 
some muttering that gasoline sales 
hadn’t lived up to the advance esti- 
mates for post-recession months, but 
most jobbers were confident business 
is picking up, even if not as quickly 
as optimists predict. 

The association passed resolutions 
opposing any increase in gasoline 
taxes, either state or federal, and ask- 
ing the state not to enter into an 
agreement with the federal govern- 
ment to restrict advertising on the 
federal highway system. 
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W/ CROUSE-HINDS 


EXPLOSION-PROOF 


LIGHTING FIXTURES 


For dependable security at low 
operating cost in hazardous locations . . . 


@ where long burning hours without interruption 
are involved, month in, month out 
@ where labor cost or trouble of relamping is an 
important factor 
@ where maximum lighting output calls for maxi- 
mum economy in power consumption 


The longer life of mercury vapor lamps is well estab- 
lished: 7000 hours, vs. 1000 hours for incandescents. 
Light output is 2.5 times greater; 55 lumens/watt, vs. 22 

lumens/watt for incandescents. 


The new EV’s place these economies within easy reach. 

As with all Crouse-Hinds explosion-proof devices, EV's are 
heavily constructed to withstand the pressure of internal 
explosions without rupturing. Gas-tightness is not a require- 

ment for their safe performance. Flame-tight joints prevent 
the escape of flames to flammable atmospheres. 


@ For full information, call your Crouse-Hinds distributor, or 
write for catalog sheet. 


TYPE EVA Explosion-Proof 


Lighting Fixture 
Available with or without guard, 
or reflector (dome, deep bowl, 


low bowl, angle, or highba 

shallow bowl, ngl “ ig y) MAIN OFFICE AND FACTORY: SYRACUSE, NEW YORK 
( e-Hinds ¢ F y of Ca t t 

250 Watt— National Electrical @ CONDULET” ELECTRICAL EQUIPMENT (Explosion Proof and Conventional) @ FLOODLIGHTING 

Code: Class L @ TRAFFIC CONTROL SYSTEMS @ AIRPORT LIGHTING and WEATHER MEASURING EQUIPMENT 

These products are sold exclusively through electrical distributors. For application engineering help, contact one 


Groups C&D 
of the following offices: Baton Rouge Birmingham Boston Bu , Chicago 
' Los 


Corpus Christi Dallas Denver Detroit Houston Indianapolis Kar City 
400 Watt— Class |, Group D Milwaukee New Orleans NewYork Omaha Philadelphia Pittsburgh Portland, Ore alt 

St. Louis St. Paul San Francisco Seattle Tulsa Washington Resident Representatives 
Atlanta Baltimore Charlotte Chattanooga Jacksonville Reading, Pa Richmond, Va : 
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Isn’t THIS what. you want in an 
UNDERPUMP CHECK VALVE? 


Ee 24111 + 12” ball 


check valve 














WRITE FOR FULL DETAILS AND SPECIFICATIONS 
BUCKEYE IRON & BRASS WORKS, Dept. N 
Box 883, Dayton 1, Ohio 


Buckset 


QUALITY VALVES & FITTINGS 
FOR THE OIL AND AVIATION INDUSTRIES 


SERVICE, above all? Full-flow without vibration or 
restriction? Positive seating? And don’t you want full 
and easy accessibility for service? We’re sure you do 
... and we're sure you'll like the new Buckeye Model 
4111 Ball Check Valve! 


NEW EASE IN MAINTENANCE 


Should service be necessary, slide hasp off the face 
plate, turn and remove. The nudge pin inside face 
plate lifts ball off ““O” ring seat enough to drain line 
above valve. Service without removing valve from line 
or breaking pipe connections. 


LOW PRESSURE DROP 


New design features a chip-proof phenolic ball which 
affords a stream-line flow. This, plus oversize body, 
reduces pressure drop well below that of conventional 
disc or poppet designs. (See graph.) Cast guides, inside 
the body, guide the ball as it lifts from seat. 


Available in several combinations for connection 


“BALL CHECK 
Pais aint" 


° 
1/10 (esi) V4 10 


VALVE 8 
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Indiana 


Jobbers and outsiders 
hit major practices 


INDIANA Independent Petroleum 
Assn.’s annual fall meeting in mid 
October wasn’t designed to make ma- 
jor company suppliers or NOJC offi- 
cials rest easy. 

Nearly 300 registrants gathered in 
Indianapolis’ Hotel Severin heard 
opening day speaker Charles Hewitt 
declare: “Divorcement isn’t as wild an 
idea as some people think.” As prec- 
edents, the Indiana University School 
of Business professor cited the meat 
packing and motion picture industries. 

On the second day, the principal 
luncheon speaker, Donald McHugh, 
staff counsel of the Senate anti-trust 
and monopoly subcommittee, scored 
major company “swap out” agree- 
ments involving product interchanges 
and said these tend to “insulate” the 
companies from competition. 

These talks helped set the stage. 
Most of the Hoosier jobbers came to 
the convention expecting some resolu- 
tion fireworks and they weren't dis- 
appointed. 

At a 9 a.m. “jobber only” break- 
fast, a 15-point list of state jobber 
“objectives” was unanimously adopted, 
as were three red hot resolutions 
destined for NOJC Chicago meeting 
consideration. The resolutions called 
for NOJC support of: 

e The Justice Department’s stand 
in the West Coast petroleum case 
seeking divorcement of marketing 
from the refining and production seg- 
ments of the industry. 

e A proposal that NOJC members 
and officials “vigorously pursue” all 
legitimate legislative channels that 
could lead to such divorcement. 

e The principle that major inte- 
grated companies, which both produce 
and market, not be allowed to claim 
the depletion allowance on that pro- 
duction which is marketed through 
company owned or controlled facili- 
ties. 

Hoosier jobbers generally are en- 
joying a comparatively stable market. 
But with price war problems outside 
Chicago spreading down into north- 
western Indiana, and with the ex- 
pected appearance of new independent 
refiners in the state, the currently 
secure margins are beginning to look 
a little shaky. 

Elected president of the association 
to succeed outgoing president Fred 





Associations 


Arkansas: Dealer Affiliates? 


ARKANSAS Independent Oil Mar- 
keters Assn. intends to try and enlist 
both commission agents and _ service 
station dealers as affiliated members. 
This was decided at the group’s an- 
nual meeting in Little Rock. 

According to present plans, each 
segment (jobbers, agents and dealers) 
would have its own board and oflfi- 
but all would be part of an 
overall group. All three segments 
would meet for annual conventions, 
for instance. 

Each group would pursue its own 
policy course but could join forces 
with the other affiliates on certain 
matters. 


cers, 


Jobbers attending the association's 
meeting were concerned over pricing 
conditions in Arkansas, both at the 
retail and wholesale levels. As one 
said, “We've got other troubles, but 
the price thing is so bad we don't 
have time to think about anything 
else.” 

Tank wagon prices have dropped 
in recent weeks throughout the state, 
note, and there are 
that one supplier intends to try and 
squeeze its wholesale margin. 

Bill Gregg of Harrison was elected 
president, succeeding A. M. Heringer, 
Jr., of Bill Swink was 


elected first vice president 


jobbers reports 


Jonesboro. 


Brighten your consumer business— 


NEW 


OKHEIM 


model 48 


e High-vacuum ro- 
tary gear-type 
pumping unit 


e Built-in check and 
by-pass valves 


e Explosion-proof, 
V4 horsepower ca- 
pacitor motor 


POWER 


for motor fuel 


Offer your farm, small fleet and industrial fuel users 
this “new look” Tokheim 48! With a bright, bold 
band of anodized aluminum on the pump’s front 
panel, users can place nozzle in boot countless times 


e Horizontal register 
dial; adjustable 
meter calibration 


* Ten feet of durable 
service-station- 
type, %” hose 


without chipping paint or scarring face. Has ten feet 


of new, service-station-type, 34" hose and 1” suction 
pipe with Dresser Coupling for easy installation. 
Capacitor motor is standard. Ask your Tokheim rep- 
resentative about this bright new business-builder. 


General Products Division 


¢ 1” suction pipe with 
Dresser Coupling 


e Underwriters’ Lab- 
oratories approved 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
1650 WABASH AVENUE, FORT WAYNE, INDIANA 
Factory Branch: 475 Ninth Street, San Francisco 3, California 





Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A. G 
Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toront 


Wilder was Fred Fehsenfeld of Royal 
Flash Petroleum Co. 


Ontario 
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Associations 


Nebraska: Who's Got a Secret 


JUDGING by the sentiments ex- 
pressed at the 38th annual convention 
of the Nebraska Petroleum Market- 
ers Assn. in Omaha, state jobbers are 
relatively happy except for the com- 
mercial accounts situation. 

This is a real hot potato in Ne- 
braska and large chunks of corridor 
devoted to the 
question. Much. of the talk centered 
on the lead editorial in the convention 
issue of the Nebraska Oil Jobber, 
which threatens to publish in forth- 
coming issues “the names and dates 
n consumer account sales.” 

“No holds will be barred,” the 
publication warned. (For more on 
commercial accounts, see page 78). 


conversation were 


New compact design 
engineered by Ingersoll-Rand 
... Channel-flo is the first 


motorcompressor built specifically 
for automotive service! 


Outstanding Channel-flo compressor 
efficiency and operating economy are 
helping modern establishments every- 
where to improve their service profit- 
ably. Famous Ingersoll-Rand depend- 
ability assures the maximum in trouble- 
free performance. The Channel-flo is 
now available in 1!/, and 2 horsepower 


sizes and rated at 200 psig. 


Bulletin No. 1547 details complete 
Channel-flo specifications and features 
such as Balanced Opposed Piston Con- 
struction, I-R Channel Valve and many 
others. Write today for your copy or 
see your I-R Jobber 


3-837 


Ingers 


In his annual report, George Wat- 
ters, association secretary-treasurer, 
made reference to the editorial and 
the fact that the material gathered 
was being forwarded to NOJC for 
consideration. 

“It gives you somewhat of a sick- 
ening feeling to be part of a plan that 
may bring on a federal investigation 
of a part of the business you're in. 
But what could we do?” 

On the other side of the coin, 
LeRoy Schneider, Sun Oil jobber from 
Roanoke, Va., told the Nebraska job- 
bers that the commercial account 
problem was not causing him any lost 
sleep. “Why bother with it?” he 
asked. “If the majors want to throw 





AND 
COMPACT 


money around on this business, why 
should 1?” 

Nonetheless, Nebraska jobbers 
unanimously adopted a_ resolution 
which “demands” that major com- 
panies discontinue serving commercial 
accounts “at prices that are no more, 
and often less, than jobbers’.” 

Other speakers at the convention 
were Dr. Phillip McVey, University 
of Nebraska, who spoke on “The 
secrets of successful gasoline selling”; 
Joseph W. Meehan, vice president of 
transportation and crude oil, Derby 
Oil Co.; Rep. Glenn Cunningham; 
Mrs. Inez Lebsock, chief, division of 
motor fuels, Nebraska, and L. A. 
Dollahan, district manager, Ethyl 
Corp., Kansas City. 

Carl Mueller was re-elected presi- 
dent of the association. 


motorcompressor features 


Channel-flo direct motor 
drive without belts or 
coupling assures maxi- 
mum safety, perfect 
alignment and a more 


compact design that 
saves floor space. 


oll-Ran 


11 Broadway, New York 4, N.Y. 


au 
ro a 
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Canada 


SOME DEALERS in Ontario are 
trying to get legislation that would 
allow split-pumping. 

The Ontario Retail Gasoline and 
Automotive Service Assn. has called 
on the provincial government to set 
up a board to regulate the licensing, 
leasing and construction of 
and gasoline stations. 

Ontario service station operators 
have been stricken by a_ year-long 
series Of price wars. Prices in some 
areas have dropped to 25.5¢ for an 
imperial gallon of gasoline. 

The Ontario justice department is 
investigating the price wars. 

The director of investigations at- 
tended the association’s recent an- 
nual meeting and heard evidence by 
operators against oil companies. This 
was the first time the operators had 
agreed to cooperate in the inquiry. 
Previously they said they feared “re- 
prisals.” 

Meanwhile, eight Canadian pro- 
vincial associations are working out 
plans for formation of a national re- 
tail petroleum and automotive serv- 
ice association. 

Assisting in the organization is a 
U.S. group, the National Congress of 
Petroleum Retailers. 


Alaska 


OIL PRODUCTS are now being 
shipped to Anchorage, Alaska, in 
tanker loads. 

Ihe first shipment consisted of 
122,400 bbl. of seven products: diesel 
fuel, stove oil, two types of gasoline 
and three aviation products. It was 
pumped ashore in 20 hours from a 
Standard Oil Co. of California T-2 
tanker from Richmond, Calif. 

fanker unloading was made _ pos- 
sible by an $800,000 expansion of 
Standard’s bulk plant. Storage was in- 
creased from 96,000 bbl. to 202,000 
bbl. A new warehouse is being built 


service 


> Union Oil Co. of California is con- 
structing a $1.5-million terminal at 
Ketchikan, Alaska. It'll provide 120,- 
QOO bbl. of storage. 

The new plant is scheduled for 
completion next March. It can be ex 
panded to meet Union’s needs in 
southeastern Alaska for 50 years, say 
company Officials. 

Union is the second major oil com- 
pany to build a modern terminal in 
Ketchikan. General Petroleum Corp. 
began in June building a 1.5-million- 
gal. plant. 

Both companies have operated in 
the area for more than 30 years. 
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TAMPA'’S BUZZIN’ 


ABOUT BIG RARW'S GASOLINE GUY 

OND HERE (S TOUR CHANCE TO TRY iT 
FTTH NO OBLIGATION, JUST USE THE VAL 
GABLE COUPON AT THE BOTTOM OF Tits 
PAGE 


100,000 SATISFIED 


ee 


a 
Peete 
Sete fie ta 


FREE ..ccccee i 
COUPON WORTH ‘ 

UP TO 1 DOLLAR 
ON TANK OF GAS 
as: | 


= ? a and 
f & OFF PER Gal Gas 
f a “TI ~ 














No strings, no obligations, says a full- 
page food chain advertisement: Simply 
cut out a coupon and you can fill up 
at 5¢ a gal. off major prices. 


The Southeast 


FLORIDA JOBBERS in some areas 
are increasingly about 
food stores selling gasoline as a lead- 
er. The stores are selling regular and 
premium gasolines 5¢ or more off 
major oil company prices. 

Recently in Tampa, the Big Barn 
food store chain has been splashing 
a cut-rate gasoline offer in full-page 
newspaper 
ture). 

Big Barn used to offer 5¢ a gal 
off with food purchase of $10. Then 
it gave the discount with $4.95 pur- 
chases. Now, apparently, the chain 
will fill a tank at any of its four 
stations in Tampa _ merely 
upon presentation of a coupon clipped 
from its newspaper ads. 

The food stores advertise 90.5-oc 
tane regular and 98.5-octane prem 
ium, backing up the quality with a 
reproduction of 
laboratory test. 

Big Barn reports 100,000 gasoline 
customers in the first three months, 
and has added extra pumps and 
attendants at all four stations. 


concerned 


advertisements (see pic- 


service 


Florida’s state oil 


>The Pure Oil Co. has purchased 
Stone-Rogers Oil Co., Florence, S.¢ 
Phillips distributor, and converted its 
60 service stations to the Pure brand 
It was the second Phillips jobber 
ship Pure Oi! has acquired in South 
Carolina in 90 days. The first was 
Horry Supply Co., Myrtle Beach and 
Conway, S.C., with 39 stations. 


NEWS 


Regions 


The West 


Third Puget Sound refinery 
—Wilshire Oil Co. expands 
—Oregon mulls tax hike 


IHE THIRD MAJOR REFINERY 
ir the Puget Sound area is now on 
stream. It’s The Texas Co.'s 40,000 
b/d plant at Anacortes, Wash 

Initial production will be about halt 
capacity, but there’s a good chance 
Texas will later expand its marketing 
area, now confined to Washington and 
Oregon, says Herbert Paul, division 
manager. 

Texas’ new refinery is next to Shell 
Oil Co.’s 60,000-b/d plant. First re- 
finery in the area was General Petrol 
eum’s at Ferndale 

Standard of California, the Pacific 
Northwest's major gasoline marketer, 
is reported to be considering building 
a refinery in the area, too 


>In a move to expand its operations 
in the Sacramento (Calif.) 
area, Wilshire Oil has 
O'Neil Brothers distributor 

Ultimately 14 of O'Neil’s stations 
will be converted from the Union Oil 
label to the Wilshire blue and white 

Previously Wilshire had only five 


county 
appointed 


stations in Sacramento county 


>The San Francisco Petroleum Re 
tailers Assn 
California Federation of Service Sta 


has dropped out of the 


tions. This leaves the federation with 
only nine member associations 

The San Francisco group declined 
to go along with the federation’s r 
organization plan, which called for 
elimination of separate dealer associa 
tion offices and for collection of dues 


from each dealer 


Time Oil Co., Seattle, Wash., | 
marketing a 100-plus octane gasoline 
the first independent in the area to 
go to this octane range. The product 
made by the U. S. Oil & Refining 


Co. of Tacoma 


>A permanent injunction to stop sell 
ing gasoline below cost has been issued 
by Los Angeles Superior Court against 
an independent serve-yourself dealer 

A&L Serve-Yourself 


Theodore La Franchi, was enjoined 


opel ated b 


from selling gasoline “below cost or 
as a loss leader with the intent to 
injure or destroy competition.” 
The complaint was filed by th 
Serve Yourself & Multiple 
Assn., alleging A&l was _ selling 


Pump 


regular grade gasoline at 10.94 a gal 


(ex tax), said to be 6¢ below cost 





Co.or 
Color for positive 
identification! 
Samples on request. 


MERCHANDISING QUALITY 


Merchandising to fit your specific needs! Plastic insulation! 7 times more 
Complete sales programs for use at the resistant to abrasion— impervious 
retail level! to oi!, grease, solvents. 


Take advantage of Crescent’s years of experience in supplying 
leading marketers. Ask us to demonstrate what we can do for you. 


4 @ 
Ge HE CRESCENT COMPANY, INC. 


NATIONAL PETROLEUM NEWS * December, 1958 





The Midwest 


Dealers get out the vote 
—Leonard Refineries 


has 105 octane 
IF MICHIGAN VOTERS didn’t rack 


Oil officials were amazed at the ex- 
tent of participation. Based on dealer 
purchases of a special “Get Out the 
Vote” kit, Jerry Vanek, Standard’s 
public relations man in Detroit, esti- 
mated that 83% of the state’s Stand- 
ard dealers took part in the campaign. 


Leonard Refineries, Inc., Michigan 


Regions 


ity improvement program at Alma, 
which includes a 7,500-b/d catalytic 
cracker and 1,100-b/d alkylation 
unit. 

“Leonard’s new equipment, capable 
of producing gasoline exceeding 105 
octane in number, will provide posi- 
tive assurance that we will be ready 
for whatever may come in the next 


up a record turnout on Election Day oil marketer, can now manufacture 
last month, it wasn’t the fault of 2,200 gasoline of 105 octane number and 
service station higher, says president Reid Brazell. 
dealers who bar- The company has completed a 
raged the state multimillion dollar expansion and qual- 
with a_hard-hit- 
ting “Get Out 
the Vote” cam- 
paign. 

The program 
—which won bi- 
partisan political 
support and com- 
pliments from the 
White House— 
was solely con- 
ceived by the 
eastern region dealer advisory council 
of Standard Oil Co. of Indiana. 

The dealers—as a group, at least- 
never before had attempted such a 
large-scale civic action program on 
a State-wide basis. But spurred by a 
drop in voter turnout to a mere 23% 
in the August Michigan primary, the 
dealers decided to take action. 

“Our sole objective was to increase 
the number of people who would get 
out and vote this fall,” said Sam 
Reeve, a Standard dealer in Birming- 
ham and chairman of the dealer ad- 
visory council. “Vote as they please, 
but vote.” 

Many-Pronged Attack—While the 
dealers relied heavily on driveway 
contacts to make their customers 
“vote conscious” during the cam- 
paign, other techniques were also 
used to goad Michigan’s citizens to 
the polls. 

For example, the council developed 
a full-scale advertising and publicity 
program using newspaper and maga- 
zine advertising and radio and tele- 
vision commercials at the local level. 

Driveway and station displays of 
varied sorts were prepared. In Sagi- 
naw, voting officials supplied instruc- 
tions on the use of voting machines, 
for window display at Standard sta- 
tions. 

Elsewhere, Plato’s famous saying, 
“The penalty paid by good men for 
refusing to take part in government 
is to live under the government of 
bad men,” was prominently placed 
on station windows. 

Many dealers provided transporta- 
tion to the polls and even supplied 
baby sitting services where necessary. 

Amazing Participation Standard 


several years,” says Brazell. 

Also constructed was a 140,000 
bbl. products terminal at Lansing and 
a 43-mile pipeline from the Alma re 
finery. 


(eves) 


o™ 
Lewis Brigham i) 
Midwest Editor 


‘ 
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° PUMPS EASIER 
* LASTS LONGER 
¢ BUILT BETTER 


Its easy push-pull action is your assurance 
of quick service. Pumps up to 20 gallons 
per minute of lube oils, alcohol, anti- 
freeze, flushing oils, diesel fuels, kerosene 
or gasoline. 

Wayne DD-1 Hand Pumps are built 
for extra long service with Nylon shaft 
bearing, integral O-ring seal, double 
diaphragm, non-clogging screens and 
self-cleaning valves. 

For quick service, longer wear and low 
cost, trouble-free operation get a Wayne 
DD-1 Hand Pump. Write for catalog of 
pumps and accessories for garages and 
service stations and farm use. 


THE WAYNE PUMP COMPANY 


Division of Symington Wayne Corporation 


Salisbury, Maryland 
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Axles are the 


Accepted 
Standard | 


a 


l wun ii) N I 


Timken-Detroit Heavy-Duty Tandems 
Are First Choice With 
Big Off-Highway Operators! 


These superior features make the difference: 


“Cradle Ride’ Suspension. Free ends of long, resilient springs 
float in axle spring guide brackets. This permits axles to articu- 
late freely, compensating for road irregularities. Floating 
springs cradle the vehicle, materially reducing road shock and 
eliminating source of vehicle flutter. The load is more stable... 
driving is easier, more restful, safer. 


Hypoid Gears. Larger pinions and greater tooth contact give 
30% more torque capacity, top efficiency and long life ... plus 
lower maintenance costs. 

Driver Controlled Inter-Axle Differential. Torque is divided 
equally between axles, yet wheels of one axle can turn faster or 
slower than wheels of other axle. This means both axles are 
always doing equal amounts of work. Driving parts and tires 
last longer. 

Hot Forged Rectangular-Shaped Axle Housings. Rectangular 
shape, combined with full strength corner sections, provides the 
greatest strength with minimum weight and size. Welded-on 
bowl cover prevents leakage. 

Torsion Flow Axle Shafts. More splines, plus greater root and 
body diameter, add extra strength. 

Straight-Line Through Drive. Straight through drive eliminates 
all prop shaft angularity. Bearing and gear life is materially 
increased. Maintenance costs are reduced. 


te -- SS 
—_ . Ny 
ES iss \\" 
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ROCKWELL-STANDARD 
TRANSMISSION AND AXLE 


WORLD'S LARGEST oereait a aa 


MANUFACTURER OF AXLES FOR 


TRUCKS, BUSES AND TRAILERS 


Accepted cig 
ROCKWELL- STANDARD 
Products of Corporation 
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The East 


Calso promotes an image 
—Free newspaper ads 


HY FINN, Calso’s cartoon car-owner, 
has become a ubiquitous character on 
the advertising scene, trying to get 
motorists ac- 
quainted with 
California Oil 
Co.’s Chevron 
brand motor fuel. 

He’s _ virtually 
everywhere, on 
television and ra- 
dio, in newspa- 
pers and on the 
driveway; but his 
approach is dis- 
tinctly “soft sell.” 

Even softer 
are two other Calso campaigns 
they don’t mention any product at 
all. Their object is to create a good 
company image in Calso’s 13-state 
eastern market. 

School and Music—On television, 
Calso is teamed up with some big 
corporate names in sponsoring “Con- 
tinental Classroom,” an early-morn- 
ing NBC program offering college 
credits in modern physics to 15,000 
high school science teachers. Calso’s 
co-sponsors are American Telephone 
& Telegraph, International Business 
Machines, General Foods, U. S. Steel 
and Pittsburgh Plate Glass. 

On radio, Calso is sponsoring “Chev- 
ron School Broadcast,” a music-ap- 
preciation course beamed to students 
in their public-school classrooms. 

Calso’s parent, Standard of Calli- 
fornia, has used the music course for 
many years and now offers it to more 
than 1.7-million listeners on more 
than 90 commercial radio stations in 
the West, Alaska and Hawaii, and on 
20 educational stations on the Coast. 

Oaks from Acorns—Calso’s §start- 
ing its music course on a_ smaller 
scale. It’s using one commercial radio 
outlet (WITNA in Newark, N. J.) to 
get coverage in the New York metro- 
politan area. And it’s broadcasting 
the program on Newark’s board of 
education station. 

Calso began to test the music 
course last year, using a commercial 
station in New Brunswick, N. J., to 
cover its refining area, and the New- 
ark educational outlet. 

Calso plans to expand this program. 
Boston will probably be added next 
year, Philadelphia, Syracuse 
Rochester later. 

Calso does more than furnish trans 


Cornelius Brodersen 
East Coast Editor 


and 
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criptions to the radio outlets. It fur- 
nishes teachers in the area with man- 
uals to be used with each broadcast, 
giving them some background on the 
program’s selections and showing how 
the music ties in with such other sub- 
jects as history, geography, art and 
social sciences. 

On both programs, Calso gets no 
more than a “thank you.” The com- 
pany’s mentioned as a co-sponsor of 
“Classroom” and as the sponsor of 
the music course. 


> Oil-Heat Institute of Long Island 
is also using “soft sell,” in a program 


Regions 


that isn’t costing a dime for news- 
paper space, 
It's answering questions on home 
heating problems and using the col 
umns Of 28 weekly newspapers in its 
area to do the job. Readers send in 
their problems to the newspapers, 
which turn them over to OHI of Long 
Island. OHI puts the answers together 
in a column format that the 
use free of charge. 
Wherever it can, OHI 
gentle plug for oil heat or for the 


services provided by heating oil and 


papers 


will give a 


oil-heat equipment distributors 





Faithful for 103 Years 


MORRISON BROS. COM PANY 
OIL EQUIPMENT HEADQUARTERS 


DUBUQUE, 


NEWS 
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Cooper... the franchise of opportunity 
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who want the world | / “ZF 
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on a string \ |) (My 


Sales and profits come easier \\ / ee 
when you string along with Cooper 7 
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For dealers Y 


































Dealers who want the world on a string are the kind 
we like to do business with here at Cooper. 

That’s because a Cooper franchise offers just about 
anything a dealer could ask for. 


Take the matter of profit, for example. You get it 

with a Cooper franchise. Cooper buying prices are 
consistently lower and you profitably sell for less. The 
exclusive safety and mileage features built into the com- 
plete Cooper quality line mean a world of opportunity 
for volume sales. Cooper’s extra-liberal road hazard 
guarantee keeps prospects thinking of quality, rather 
than price. And this all adds up to more profit for you. 


Ask for a protected territory. You get it with a Cooper 
franchise — plus a world of extra room to expand 
and grow. No Cooper retail stores to take away sales yi My 2 
that should be yours. No competition from dealers \ = HAL WAT i 
selling the Cooper brand in your own protected \ ~~ tad ype” ae 
marketing area. 


Ask for free point-of-sale materials, free identification 
service, free advertising support in your own local x 
market, or a budget selling plan free of supplier inter- ——— 
ference. You get them all and lots more with a Cooper 
franchise. A letter, wire or phone call to Dept. 118 
brings you all of the details — with no strings attached. 
Cooper Tire & Rubber Company, Findlay, Ohio. 


Safety-Premium Cushion-Ride “Hi-T” Deluxe Weather-Master “300” Road-Master Extra Mile 
3-D Nylon Safeguard Special Mud-Snow Truck-Bus 
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The Southwest 


Phillips is said making 
a major bid for private 
and unbranded market 


ALTHOUGH sales manager E. H. 
(Ted) Lyon won’t say much about 
it, Phillips Petroleum is reported off 
and running on a a 
program designed 4 
to make substan- 
tial inroads in the 
“private - brand” 
and “unbranded” 
gasoline market- 
ing field. 

Similar to what 
Esso is doing with 
its Gaseteria sta- 
tions, Phillips is 
pushing a_ brand 
— “Paraland” - 
it acquired some years back. 

Phillips is said to be trying to line 
up unbranded jobbers, particularly 
big accounts, to sell under the Para- 
land brand. If it can’t get them under 
that brand, then an effort is made 
to sell the jobbers unbranded_ prod- 
ucts, 

Also, going a step further, Phillips 
is reportedly offering some of its 
branded jobbers the opportunity to 
buy and sell the Paraland brand, too. 
rhere’s no indication, however, that 
the company has gone so far as to 
allow its jobbers to sell both Phillips 
and Paraland gasoline in one station. 

What Do C ompetitors Say?—Some 
of Phillips’ competitors say they have 
received reports from their field men 
along these lines: 

e That Phillips is increasing its 
unbranded selling efforts particularly 
in the so-called “Great Lakes Pipe 
Line” area, and is also making over- 
tures to unbranded jobbers in other 
States. 

e That it’s offering some, but not 
all, Phillips jobbers the opportunity to 
buy and sell both Phillips and Para- 
land products. For the most part, 
these offers seem to be concentrated 
along pipelines in which Phillips has 
an interest. 

e That jobbers buying and selling 
the Paraland brand are being sold 
on the basis of a guaranteed 3.25¢ 
off tank wagon postings regardless of 
what happens to those postings dur- 
ing retail price war troubles. 

Lyon says Phillips hasn’t extended 
its unbranded selling program to such 
an extent that it should cause great 
concern among competitors. Beyond 
that, he declines to comment, saying 





Marvin Reid 


Southwest Editor 
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finers at the wholesale level, and to 
private-brand jobbers.” 

Another supplier, 
branded, sees things in a little dif- 
ferent light. He’s fearful of what may 
come if it’s true that Paraland buyers 
are being given a guaranteed margin. 

“Operating on a very slim margin, 
we haven't been able to do any more 
than agree to split losses during price 


that to do so would reveal competi- 
tive secrets. 

Selling to Unbranded Buyers—It’s 
of course, that Phillips has 
long been one of the bigger major- 
company sellers to unbranded buyers, 
especially in Minnesota, Wisconsin, 
the Dakotas, Nebraska and Iowa. 

“I personally don’t see anything 
wrong with what they have been do- 


selling only un- 
no secret, 


ing or are doing now,” says one semi- wars. I don’t see how we can guar 
major marketer. “They are just try- antee 3.25¢ off tank wagon, but if 


business that 
to independent re- 
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OO A 3-STAR 


MODEL 


TIREMAN 


that’s what they are doing, we'll have 
to do something to meet it.” 


ing to get some of the 
going 


has been 
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CHANGER 











STILL ONLY 





Freight Paid 


SUPER LEVERAGE CAM ACTION 
ives 50% more leverage ard 

% more lift. Wider bead- 
loosening shoes protect beads. 





— MOUNTING 
DISMOUNTING 







SSu . safest for Wweelons ms 
p uging or pinching 
Gelicare beads. Acclaimed 
by the country’s leading 

tire engineers, 





COATS PROVEN BEST...COSTS LESS 


ADDRESS 
INQUIRIES DEPT. 
POSITIVE HOLD-DOWN 


locks and unlocks with a twist 
of the wrist. Users call it a , 





PETROLEUM 


NERA GERICE- 19 Danct Gauare. | oa es 
“sensational improvement.” 9ENERA 2 f quare, yood, N.J. 
Absolutely trouble-free. M WEST FFICE: 56 West M c 

NEWS 7 








DO TUBE / TUBELESS TIRE REPAIR JOBS BETTER 
AND FASTER WITH SCHRADER 








WHEREVER YOU WORK ON TIRES... EXTRA AIRLINES SAVE STEPS! 


Rolling tires from the repair shop to the airline means lost time, lost effort. 


Install extra airlines where you do the tire work. This convenience is profit- 


able because your tire repair work is done faster, easier. Your supplier has 


the Schrader airline equipment you need. Be sure you ask him for these 


quality items on your next contact. 


wy) 
a) 
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Check | ym Shree ¥ 
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SCHRADER 7184C BLOW-GUNS 
are accessories with dozens of 


uses. 
Sehr Adar : Om 


SCHRADER 8052 QUICK- SCHRADER 8159B DUAL 
ACTING COUPLERS won't FOOT CHUCK keeps truck. 
uncouple accidentally business moving 
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SCHRADER FILTER removes moisture, 
oil, dust protects valuable tires SCHRADER 3650 TYPE CHUCK GAUGE 


and tools gives complete air service anywhere. 
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odiwvissonof S€COVILL 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Incorporated 
FIRST NAME IN TIRE VALVES 


FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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DEDICATED TO QUALITY AND SERVICE 


NEW! 


ECONOMY, plus 
EFFICIENCY! 


Low initial cost, plus low maintenance 


cost, plus maximum efficiency. Jet-age 
wrap-around lenses light pumps, islands, 4 
building fronts and fringe areas . . . bril- " 
liantly . . . inexpensively! 4 





Designed to accommodate ALL po oy 
types of fluorescent lamps, SLIMLIN 
{I-OUTPUT, POWER GROOVE, VHO 
and SHO for ISLAND and AREA light 
ing. Name the one you want and we'll 
supply it! Available in single 4’, 6’ and 

units and in longer lengths of 10’ or 
more in 2’ increments. 


HANDSOME 
APPEARANCE! 


Functional swept-wing, wrap-around design 
with the look of the ) Paton combined with 
WHITEWAY’S famous time and weather 
resistant aluminum construction, make 
JET-LUME the buy of the year. Get the 
COMPLETE story, NOW! 


DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 


1736 Dreman Ave., Cincinnati 23, Ohio 
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PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 

















SERIES JL 


ENGINEERED 
POPULAR 


TYPE of 


In spite of its low initial cost, WHITEWAY’S smart new 
JET-LUME incorporates many oi the fine features the 
petroleum industry expects fom EVERY WHITEWAY 
fixture. 


Its advanced swept-wing design bespeaks the future. 
And its sound, sturdy construction assures you of out- 
standing performance thruout the years to come. 


JET-LUME is designed to use ALL popular types of 
fluorescent lamps. Its handsome new -wrap-around lenses 
light new style pumps, islands, building fronts and fringe 
areas with unequaled efficiency. Time resistant, weather- 
proof aluminum construction keeps maintenance costs low. 


JET-LUME, the advanced new ECONOMY light for 
the fast-moving jet age of tomorrow is here today! Write 
for complete details and prices, NOW! 


LIGHTS PUMPS, ISLANDS, BUILDING 
FRONTS and FRINGE 





























DISTRIBUTED IN ALL MAJOR CITIES 


MEXICO & CUBA 


GENERAL OFFICES: Cincinnati 23, Ohio, Phone KI 1-3486. 
CUBA: A. nae | ey Co., Concha No No. 258, Havana, 


MEXICO’ Service & Supply Co., Ine., 810 W. Stanton St, EI Paso, 
rvice inc., 
Texas, Phone KEystone ; 3-1501. 

















Warning to all oilmen! 


YOUR BIGGEST COMPETITOR- 
THE GASOLINE TAX- 
IS READY TO STRIKE AGAIN! 


As every oilman knows, gasoline taxes are your biggest competitor for the 
American motorist’s gasoline dollar. 





Now, according to reports from Washington, Congress will be asked to raise the 
federal gasoline tax again—by as much as 2¢ on every gallon! 


s 
TODAY: The American motorist pays federal and state gasoline taxes* equal to: 


41% of the retail price on every gallon 








54% of the tank wagon price on every gallon 


80% of the refinery price on every gallon 


* 
TOMORROW: If this tax increase is allowed to go into effect, the 


American motorist will pay federal and state gasoline taxes* equal to: 





0 
50% of the retail price on 
every gallon 


66% of the tank wagon price on 
every gallon 


97% of the refinery price on 
every gallon 


*Combined national average of state and federal gasoline taxes. 





WHAT DO YOU THINK THE AMERICAN PEOPLE WILL SAY 
ABOUT THIS? CAN THEY AFFORD IT? WILL THEY BLAME YOU? 


COMMITTEE ON PUBLIC AFFAIRS 


of the 
AMERICAN PETROLEUM INSTITUTE 
50 WEST SOTH STREET e NEW YORK 20, NEW YORK 
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Now get two important purchasing advantages and positive 
product protection, too, with U.S. Steel rust-inhibited drums 


In a rust-inhibited drum you can't buy 
better quality than U. S. Steel. 

Every shell, head and bottom is pre- 
cisely formed, chemically cleaned, then 
coated with just the right amount of 
zinc phosphate. At U. S. Steel, all this 
work is done before final assembly, to 
give maximum product protection 

And every pail and drum comes with 

two purchasing advantages to help you 
save time and money: 
1. Full, complete line. U. S. Steel offers 
today’s widest selection of steel ship- 
ping containers. Sturdy pails from 2'14 
through 12 gallons. Drums through 57 
gallons. Linings and closures supplied 
to your specifications—color-decorating 
to meet all your requirements. 


You get the container with exactly 
the right properties for your products 
in the most efficient size. And you deal 
with one dependable manufacturer 
2. Punctual deliveries. With factories in 
seven key areas, U. S. Steel container 
deliveries can be timed to your produc 
tion schedules. You minimize inventory 
problems, get on-time delivery. And 
you can take delivery by rail or truck 
whichever is more convenient 

So talk over your own container 
needs with the man from U. S. Steel 
and benefit from over 40 years of steel 
shipping-container experience 
Factories in: Los Angeles, Calif Alameda 


Calif Port Arthur. ‘Texa Chicago, Ill 
New Orleans, La Sharon. Pa Can 


United States Steel Products Division 
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DO YOU NEED THE LASTING PROTECTION 
OF (UgS) STAINLESS STEEL CONTAINERS? 


Factory-new 20 years old 
stainless — still in 
steel drum service 
— ene 





For some products, stainless-steel contain 


ers can be the least expensive of all. Learn 
if you can save money with a U. S. S 
stainless container. Consult your U. S 


Steel representative, or write for free bro 
chure. U. S. Steel Products Division, 30 
Rockefeller Plaza, New York 20, N. Y 


















MULTI-PRODUCT STATION FROM 2 PRODUCTS 
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come | a SUPER OM OCTANE 
/ Ly 
tilizes two storage tanks and two grades of 
el. Both are blended automatically and 
ce 


U 
fu 
price computed for each of nine different 
grades. 
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A NEW BUSINESS BUILDER...PROFIT PRODUCER 


MEETS ANY CHANGING FUEL REQUIREMENTS 


Stations equipped with Blend-O-Matic pumps can offer fuels of the desired octane 
rating. Super fuels to meet the highest octane requirements of tomorrow’s cars 
... yet regular grades for today’s cars... all from one pump and one set of 
storage tanks. 


ASSURES COMPETITIVE POSITION IN ANY MARKET 


The Blend-O-Matic automatically blends the fuel to fit the requirements of the 
particular car . . . the operating needs of each driver . . . the competitive price 
situation . . . right at the island. The station operator does not miss any sales. He 
always has the right grade ready at the right price. 


PROTECTS INVESTMENT FOR THE FUTURE 


This new pump puts every station operator and petroleum marketer using it in a 
strong position to build more business in the future and with greater protection 
against obsolesence of equipment. Blend-O-Matic assures complete flexibility of 
operation for maximum profit with minimum investment. 


EASY TO OPERATE... AND INSTALL 


With just a turn of the selector lever the operator can promptly deliver as 
many as nine different grades of fuel ranging from Regular Grade to 











Bt Super High Octane. Setting the selector lever automatically makes the ' 
necessary adjustments of the pump mechanism and the price computed. “= i | 
~ j 
: Get full details in this folder cat 
a) anime THE WAYNE PUMP COMPANY :. ce 
Division of Symington Wayne Corp. j 
Salisbury, Maryland Toronto, Canada sf 











AUTOMATIC COMPUTING DIAL DUAL HOSE 


TOTAL SALE 


ue . 





Shows all details at one glance . .. Hose-within-hose design allows regular Nine fuels possible with just a turn 
blend selected . . . unit price of the gasoline to flow through outer hose; of selector lever. All mechanical 
blend . . . total gallons delivered super high octane fuel to flow through parts are automatically set for 
. «+ dollar and cents value of sale. inner hose to nozzle for blending. proper delivery of exact octane 


desired with one setting. 
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“Changing to Texaco stepped up sales 20/ 


... lexaco’s ‘bonus business’ pays off” 


AFTER 28 years in the petroleum business, The 
Holston Oil Co., Johnson City, Tenn., joined 
the Texaco family of Distributors. A gratifying 
increase in sales volume came fast. 

“Within a short time after switching to 
Texaco, our business increased 20%,” says John 
C. Howren, president of the firm. “And the 
Credit Card business of our 62 Dealers has 


shown a 300% increase! Texaco products are 


sold and preferred by millions in all 48 states. 
This brings our Dealers a lot of extra ‘bonus 
business’ from out-of-town Texaco customers. 

“We are glad to be associated with Texaco—a 
national marketer whose products are accepted 
without question by the motoring public. We 
like to do business with Texaco. They give us 


complete cooperation—and you can trust the 





man behind the contract.” 


HOLSTON OIL Co. has 62 Dealers in its 5-county operation, which requires 


? 


2 truck transports and 3 delivery tank wagons. President Howren has 
been with the company since it started, and is active in civic affairs. 
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THEIR SALES JUMPED FAST! 





» 
— 
& L PETROX | 
“T COULD TELL the difference in 3 “IT WAS EASY to switch our customers “BIG CHANGE FOR THE BETTER,” say 
weeks,” says Texaco Dealer Ike Lin- to Texaco products because they know Texaco Dealer Charlie Eller of Eliza 
ville, Johnson City. “Business was up Texaco quality. Sky Chief Su-preme bethton. “Business is way up, including 
20%. Seems everyone has a Texaco gasoline is very popular,” says Cecil Credit Card business. Havoline Motor 
Credit Card, and likes Texaco products.” Rhines, Texaco Dealer of Johnson City. Oil has good acceptance.” 


Why there’s a solid future with Texaco 


HERE are 6 reasons why Dealers and Distributors grow at Texaco: 
The best petroleum products, known and accepted by car owners 
in all 48 states. Continuous research and development insure that 
TEXACO will always have outstanding products. The best and 
biggest national advertising program... constantly selling TEXACO 
Dealers to car owners everywhere. The best point-of-sale pro- 
motion material to help bring customers in and bring them back! 
The best customer credit card — in fact, the only petroleum credit 
card honored under one sign in all 48 states...and in Canada, too. 
The best retailer policy — TEXACO cooperates with its dealers in 
the marketing of nationally-advertised and accepted TBA products. 
The best opportunity to cash in on “touring” business — because 
TEXACO customers at home like to stop at TEXACO stations when 
on the road. This means you have 38,000 other 
TEXACO Dealers helping you. 


re co 


NO QUESTION ABOUT IT, Texaco offers a solid 





future to good men. Proof: 20,096 Texaco Deal- 
ers have been with us more than 10 years, and 
some for more than 45 years. 683 Distributors 
have been with us for at least 20 years... some 


more than 45 years. 


THE TEXAS COMPANY 





IF YOU'D LIKE to grow witl lexaco, get in touch with the Texaco Division Office 
nearest you: Atlanta, Ga Boston 16, Ma - Buffalo 5, N. Y.; Butte, Mont 
Chicago 4, Ill.; Dallas 2, Tex.; Denver 3, Colo.; Houston 2, Tex.; Indianapolis 1, 
Ind.; Los Angel Calif.; Minneapolis 3, Minn.; New Orleans 16, La.; 
New York 17 y p F 2, Va itt 1, W ! 
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NEW 
HIGH PRESSURE—HIGH VOLUME 
JET FUELING 













\. with Fram-Warner Lewis * — Separator/filter 
+ Now In World Wide _ Service 
| BIEN 
~~ “2CY7 
FETE. 





an aren eure 





Fram-Warner Lewis announce a 
completely new line of water sep- 
arator/filters to meet high speed 
jet fueling requirements: 

*Two stage design provides posi- 
tive protection against contaminent 
carry-over into sensitive turbine 
engines. 

*New low cost and easy servicing 
features provide minimum mainte- 
nance cost. 

‘ *Compact, lightweight design will 
fit your refueler trucks and hydrant 
servicing vehicles. 

*Capacities from 60 GPM to 1200 
GPM in carbon steel or non ferrous 
construction. 

*All models are designed and 
tested to meet performance re- 
quirement of MIL-F-8508A. 

Let Space Saver water separator/ 
filters be the cost saver in your 


Company fs - ; if new fueling facilities. For further 
‘tates oni: coins duibiaalinks V y details write for bulletin 9-5M-58. 
BOX 3095 © TULSA, OKLAHOMA Y, ; : f- 

















DIVISION OF CORPORATION 
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This 1959 Series 70 L.C.F. is designed to pull 
maximum-length trailers at minimum cost! 


~ N- 0g » 


This 1959 Chevrolet Series 60 model is built to Chevrolet’s new El Camino combines fresh beauty 
take it on bruising hauls; standard Jobmaster 6 with a husky pickup box that’s 7614" long, 
is as reliable as it is economical. 64!," wide. 
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THE BEST YET OF THE BEST SELLERS... 


CHEVROLET 


TASK-FORCE 59 TRUCKS 


For 59, America’s most popular truck line brings you 
the toughest trucks that ever bore the Chevy name! 
They’re here with a host of new features . . . with 


more hardworking heft and hustle than ever before! 


Chevy’s serving up something special for ’59—the 
soundest, savingest, sharpest looking line of haulers 
that ever hustled a load! For evidence, consider the 
new line of Chevy heavyweight haulers. Here, you'll 
find V8 power that’s all new and tougher built, too. . . 
with axles, transmissions, frames and brakes that are 
refined and improved to whip the toughest runs 
without a wheeze or whimper. 


Or take the pickups of Task-Force 59—a dozen big- 


bodied beauties that can fill the bill on scores of jobs 
with five handsome Fleetside models, seven handy 
Stepside models, including 4-wheel-drive models! A 
new edition of the famous Thriftmaster 6, standard 
in light-duty models, delivers up to 10°), greater fuel 
economy—up to 20°; with new maximum economy 
option. * 

And there’s a fresh, new addition to the Task-Force 
fleet—the dazzling El Camino, too. It combines the 
slimlined beauty of the ’59 Chevrolet passenger car 
with the ability to handle man-sized hauling jobs! 
Whether your truck is a light-, medium-, or heavy 
duty job, these are trucks you've got to see! They’re 
on display right now at your Chevy dealer’s. 
Chevrolet Division of General Motors, Detroit 2, Mich. 


*Optional at extra cost 


NEW MIGHT, NEW MODELS, NEW MONEY-SAVING POWER! 
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Advertisement 


Good Tune-Up: Key to More 
Income for Dealers 


By B. F. W. Heyer, President, Heyer Industries Incorporated 


It is an axiom of the petroleum indus 
iry that gasoline is the magnet which 
brings Customers into the station and 
that TBA and other sales follow as a 
result. This is undoubtedly true for 
IBA items, but it does not necessarily 
apply to an essential service such as 
tune-up. There 
are many retail 
sources for 
TBA, includ- 
ing all but the 
smallest serv- 
ice stations. 
Compara- 
tively few sta- 
tions, however, 
offer complete 
and reliable 
tune-up. 

This means the car owner must go 
to a car dealer who is usually not 
nearby or to a local service station 
that does do tune-up work. If the local 
service is reputedly satisfactory, 
chances are he will use it in preference 
to facing the problem of getting his 
car to and from the car dealer. In fact, 
even getting an appointment with the 
dealer is trouble enough, since the ma- 
jority are already so busy with major 
body, engine and chassis repairs that 
their shops are scheduled for days 
ahead 


Trend Is Obvious 


Car population has doubled in the past 
12 years, but tune-up facilities have 
not. Nonetheless, modern high-powered 
engines should be checked every 3000 
S000 miles to insure top performance, 
as compared with 10,000-15,000 miles 
for the engines of a decade ago. Ob- 
viously, the service stations are going 
to have to meet this need. In fact, the 
demand is such that well over 50% 
are already doing some tune-up, mostly 
of a limited nature. 

From this comes the conclusion that 
an efficiently run, properly equipped 
and trained tune-up operation in a 
neighborhood station will draw gaso 
line and TBA customers away from 
stations not offering this essential 
service, 


Helps Solve Dealer-Turnover 
Problem 


The oil companies that get behind tune- 
up cannot help but profit by it. Good 
tune-up is bound to attract more cus- 
tomers to their stations, thus helping 
their dealers increase their income. For 
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the average station, the yearly potential 
is $6500 net from tune-up alone, not 
counting added sales of gas, oil and 
IBA. And as income increases, dealer 
Management becomes more perma- 
nent. This helps solve the critical prob- 
lem of turnover, which may run as 
high as 35% a year. It costs money to 
locate and train new dealers, and cus- 
tomers tend to trade where they know 
and trust the dealer. 

Good tune-up also helps customers 
get the most out of the gas they buy. 
Only a properly tuned engine gets full 
benefit from premium fuels. If, for ex- 
ample, distributor timing is varied a 
few degrees, the lower grade gasolines 
will perform just as well. The average 
driver doesn’t realize this and usually 
blames the premium gas if his engine 
performs poorly. In contrast, the com- 
bination of a correctly tuned modern 
engine and top premium gasoline is 
immediately evident. 


New “Scope” Equipment 
Makes Good Tune-Up Easy 


In the past, the big problem with tune- 
up has been the time and labor in- 
volved in a thorough engine diagnosis 

. along with the problem of explain- 
ing this cost to the customer. There are 
over 100 places where trouble can 
develop in the four systems of a mod- 
ern engine—ignition, carburetion, low 
voltage and power. To check them all 
with meter-type equipment takes hours. 
Yet if they are not checked, a dealer 
may waste considerable time trying to 


e Car population has doubled in 
the past 12 years, but tune-up 
facilities have not kept pace. 


@ Modern, high-powered engines 
should be checked every 3000- 
5000 miles to insure top per- 
formance with premium gasolines. 


e There is increasing consumer 
demand for convenient, local 
tune-up — meaning at the neigh- 
borhood station. 


@ Good tune-up aattracts and 
holds new customers, helps deal- 
ers increase their income, helps 
reduce dealer turnover. 


@ New electronic devices have 
revolutionized engine diagnosis, 
make tune-up practical and prof- 
itable for the average station. 


tune an engine which needs basic re- 
pairs that are beyond his capacity to 
make. 

The new meter-scope combinations 
introduced a few years ago permit a 
complete tune-up diagnosis in far less 
time. But until now they have been 
complicated to use, requiring some 50 
separate connections. And no “scope” 
until now has provided a quick check 
on power output of individual cylinders 
(equivalent of compression test). With- 
out this test, engine mechanical condi- 
tion remains unknown, although 10- 
15% of all engines require some 
mechanical repair before successful 
tune-up is even possible. 

We believe that new Heyer Dyna- 
Vision with Power-Chek is the answer 
to this problem and the key to 
practical, profitable tune-up for the 
service station. Dyna-Vision is much 
more than a mere “scope.” It is a com- 
pletely integrated motor-tuner capable 
of analyzing all four systems of an 
engine in only 10-15 minutes. 


Compression Test in 
Less Than a Minute 


Dyna-Vision is easy to operate, re- 
quires only seven connections for a 
100% engine diagnosis. The Power- 
Chek feature alone more than repays 
the cost of Dyna-Vision, because it 
determines performance of power com- 
ponents (rings, valves, gaskets) in Icss 
than one minute, with the engine run- 
ning. No other equipment of any type 
can make this check in less than 2 
hour... and on a dead engine at that. 

With Dyna-Vision, a dealer can of- 
fer while-you-wait engine analysis . . . 
furnished free or for, say, a dollar. 
This impresses the customer, as does 
Dyna-Vision’s big TV-type screen on 
which he can see exactly what is wrong 
with his car’s engine. And Dyna-Vision 
guarantees an accurate estimate of 
parts and labor needed—a far easier 
way to sell necessary tune-up than to 
quote $8 to $15 plus parts. Dyna- 
Vision will make more money for your 
dealers (and thus for you) by never 
missing a possible service sale, by sav- 
ing at least an hour per job, by prac- 
tically eliminating comebacks, and by 
assuring the really successful tune-up 
operation that attracts more customers 
for all services—gas, oil, TBA. 

For complete information on the 
profit potential of tune-up with Dyna- 
Vision, write Heyer Industries Incor- 
porated, Dept.C-1,Belleville 9, N.J. 
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Heyer DYNA-VISION’ with Power-Chek now 
makes tune-up easier, faster, more 
profitable than ever before 


...- HELPS ATTRACT MORE CUSTOMERS FOR ALL SERVICES 





Mileage - Better Performance-Longer Engine Life 


—- aa ee 
¢ 





CUSTOMERS ARE 
IMPRESSED by the big 
8% in. Dyna-Vision screen 
on which they can see ex 
icthy what is wrong with 
heir car engine. Dyna-Vi 
sion’s 100‘ analysis vil 
tually assures successful 
tune-up, permits extremely 
accurate estimates of parts 
labor needed Result 
satisfied customers who keep 
coming back for all services 


—tune-up, gas, oil, IBA 





Makes a complete engine diagnosis, including compression, 
in 10-15 minutes 

Saves at least an hour per tune-up 

Eliminates time wasted on untunable engines 

Helps sell more needed parts and services 


New Dyna-Vision with Power-Chek is the only equipment available today 





capable of making a 100% engine diagnosis in 15 minutes or less. Because 
it saves so much time and labor, and because it eliminates all guesswork 
from engine analysis, Dyna-Vision now makes tune-up both practical and 
profitable for the average service station. It permits you to capitalize on TRAINING 1S EASY. Any competent mechani 


the growing demand for good tune-up service at the local, neighborhood come a tune-up expert after only a few hours’ fami 
pa , 2 7 . tion with Dyna-Vision’s simplified leads and conirols 
level. The dealer who can provide this service stands to profit substantially, pyeyey 


training program 1s completely flexible 
not only from tune-up (average potential of $6500 net a year), but also tegrated with your service program at any time 


from accompanying gains in sales of gas, oil and TBA items. This in turn 
means added income for the oil company. Equally important, it helps solve 
the serious problem of dealer turnover by making dealerships a more 
profitable investment. Write today for complete information on the 
Dyna-Vision program. Address Department C-1. 


OVER 200 FACTORY-TRAINED EXPERTS 


i ly to help an it i nat 


HEYER INDUSTRIES INCORPORATED 
Belleville 9, N.J. 
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More light power with lower costs 


For years NPI has served the varied 
— needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
with years of trouble-free use built into 
them has been met. In addition, the ca- 
Originators of pacity to deliver on schedule, without 
PLASTILUX “Signs fail has established NPI as the most 
reliable supplier of illuminated filling 

station signs. 


_ x rNCOoORPORATE DD 


We operate filling stations. Please have The services of a Signvertising" Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 

sign program are available with no obli- 
NAME gation. Just use the coupon at the left. 


TITLE 
WRITE TODAY — Use this coupon to get 


— the services of a Signvertising”® Engineer. 
N igation. 

ADDRESS o obligation 

CITY 
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PARANOX-BLENDED OMS HELP KEEP ENGINES CLEAN! 


Ordinary lubricating oils take a beating in big, hard-working heavy-duty engines. 
High temperature, open-throttle operation causes hard varnish formations 

and oxidation breakdown. Low-temperature, short-period use causes wet sludge 
and deposits. Oils blended with Paranox" stay clean and lubricate at all temperatures 
for better performance and longer periods between overhauls. 


Enjay has developed the only complete line of high quality additives (Paramins” ). 
To meet the most exacting lubrication specifications, insist on Enjay Paramins Pioneer in Petrochemicals 


ENJAY COMPANY, INC., 15 West 5ist St., New York 19, N.Y. « Akron + Boston + Charlotte + Chicago + Detroit + Los Angeles + New Orleans + Tulsa 
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Off-shore 


.»»On-shore 
your equipment 
needs the best 
protection 





ites a gps, PS i SOE. 2 


Butler building over packaged compressors, at Continental Oil Co., Short Junction plant, Oklahoma 


...and a Butler building is 
the low-cost way to get it 


From Canada to the Gulf of Mexico, men in the 
oil and gas industry have found that it just 
doesn’t pay to use cheap, “jerry-built” structures 
to protect valuable equipment and supplies. 
Such buildings might collapse under heavy 
wind or snow loads. Or they can leak and re- 
quire constant, costly maintenance. 


On the other hand, Butler buildings have 
earned the reputation of being the lowest-cost 
top quality shelter and storage structures, 

First of all, Butler’s rigid frames form a 
sturdy, structural frame of steel designed to 


support heavy loads. And the clear-span design 
makes it easy to enclose even the largest, bulk- 
iest equipment without using columns or trusses 
that might interfere with or block movement. 
Butler roof and wall panels are die-formed to 
fit tight, seal out weather and wind. Available 
in galvanized steel or aluminum they require 
little maintenance and are fire safe. 
As for cost, thanks to Butler’s mass-production econ- 
omies, Butler buildings are the lowest-cost way to 
build well. For full details contact your local Butler 


Builder. He’s listed in the Yellow Pages under ‘’Build- 
ings’ or ‘Steel Buildings.’ Or write directly to us. 


, BUTLER MANUFACTURING COMPANY 


Vee, pagwwe” 


Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ala 
Pittsburgh, Pa. * New York City and Syracuse, N. Y. * Boston, Mass 


* Kansas City, Mo. * Minneapolis, 


7454 East 13th Street, Kansas City 26, Missouri 


Manufacturers of Metal Buildings @ Equipment for Farming, Dry Cleaning, Oil Production and Transportation, Outdoor Advertising @ Contract Manufacturing 
Minn. © Chicago, Ill. * Detroit, Mich. * Cleveland, Ohio 


* Washington, D.C. « Burlington, Ontario, Canada 
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speeds up Air-Sweetening ” 







Especially formulated for the purpose, UOP No. 5-S Inhibitor 
substantially speeds up inhibitor sweetening of slightly 
sour gasoline. In addition, UOP No. 5-S offers the following 
plus values: 


1 Most versatile gasoline inhibitor available. 
100% potent active liquid ingredient. 


Insoluble in aqueous caustic soda and water. 


> ww 


Available at no increase in price over UOP No. 5. 


Write our Products Department for detailed information. 
Ask also about the extensive line of UOP inhibitors and 
additives for refinery use, and on-the-spot services of UOP 


treating field engineers. 


One of the family of superior # Feadonorh 
UOP inhibitors and additives 5. 
® 


available to the refining industry. 


UNIVERSAL OL PRODUCTS COMPANY 


30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S.A. 
® 
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As Modern as Tomorrow! 
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Accuracy, convenience and versatility have 
been built right into these new compact Rock- 
well ‘““T-70” truck meters. Take installation for 
example. With three optional inlets and two 
optional outlet positions, hook-ups are a breeze. 
You can make either a right-hand or left-hand 
setting without using any extra parts. 

The strainer and air eliminator share a 
common housing in this all-new unit. Both are 
fully accessible by removing only four 
cap screws. 

There’s a new “smooth closing”’ system, too, 
for trouble-free automatic shut-off. Just pre-set 


wf 
<n goa, 










Combination 
Strainer & air eliminator 


Quantity 
Control 
= 
a ap = . 


ead 
(r Pre-set Register 
Vit 
Micro Adjustment 
¢ 
Ae ; t vas ~ 


™~ 
T-70 Rotocycle Meter 
(70 gpm capacity) 


INSTALLS MOST ANY WAY, ANY WHERE 
Compact dimensions, light weight plus optional connections 
all combine to conserve space, ease installation and provide 
maximum accessibility. 


compact, complete, convenient 


the register, touch a lever and the meter will 
automatically shut off in easy stages when the 
desired quantity has been measured. 

The meter is a Rotocycle, with principle 
time-proven and reliable—now updated and 
enhanced by a new crank type rotor control. 
Nothing measures more accurately or for longer 
periods of time. Calibration is simple—only a 
screw driver is required. 

The new Rockwell ‘“T-70” has been thor- 
oughly field tested for over 3 years in actual 
truck operations. It’s ready now to go to work 
profitably for you. Write for bulletin OG-410. 








CONTROL PLATE ASSEMBLY VANE 





OVERSIZED BALL BEARING 4 . BACK ROTOR END F 


nT PLATE PIN wake 


DIVISION PLATE 





ROTARY "FLO-WARD” DISPLACEMENT MEASUREMENT 


Liquid moves smoothly “flo-ward” in a continuous rotary 
motion. As viewed from above, new “crank’’ control accu- 
rately positions the measuring vanes and permanently times 
their progress. 


another fine product by @ 


ROCKWELL 
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DYE CONCENTRATES* 
by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE @ LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT © THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE’ COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT ¢ THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates , CALL US COLLECT 


can bé prepared 


to customer FOR FAST 
specifications. a | ACTION 


Samples and ey a ; | PHONE 


description CY UA § Mulberry 
RERS OF DYES AND CHEMICALS 4-1726-7 


upon t. 
pon reques FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


*Patent Pending 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 McLean Blvyd., Paterson 4, New Jersey 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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Wheaton liquid fang 
precision —equipmes 


TERMINAL Your liquid handling equipment will STORAGE 


give you tighter connections . . . reduce 
E Ul PMENT vapor loss . . . Operate with less mainte- TANK 
Q nance cost . . . longer life—if it is en- 

— man gineered and manufactured by Wheaton. EQUIPM ENT 
Over 65 years of experience have gone ? 
into the development—and continuing 
improvement—of Wheaton Fittings. This 
is the basis of Wheaton quality—and the 
reason why so many oil and chemical 


Wheaton 
companies standardize on Wheaton 


LOADING . 
VALVES Send today for new catalog which de- 


scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you 


Wheaton TRUCK TANK 


LOADING 1-4 wh 
assemauies EQUIPMENT | | VENT 


VALVES 


Wheaton 
AUTOMATIC 
TANK GAUGES 














Wheaton 


SLIDING TUBES AND rm ‘ y % “a 
sini 2 : ji Wheaton ¢ -% 
Wheaton Wheaten ~~ EMERGENCY VALVES 


SWING JOINTS MULTIPLE VALVES Hl "an 
GAUGE HATCHES 


o Wheaton SP once xr ae e) | ro % au” sa Wheaton 
Wheaton DOUBLE STEEL Wheaton ..\." fh ~ Wheaton MID-POINT 


STEEL SWING JOINTS TRUCK TANK 
SWING JOINTS EMERGENCY VALVE EXTERNAL VALVES THERMOMETERS 
(FLANGED) (THREADED) FAUCETS pecan 








Wheaton products are manufactured in brass, aluminum, steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada «+ Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


“team Wheaton 


the best by every standard 
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Now is the time to 


HODGE 


neni bn lenin ite] 
Hebscf foncwralh 
Geterh md f } 


CONVENTIONAL Models 400, 500, TANDEM Models T700, T800, 
600, 700, 800, 900 —G.V.W.’s to T900 —G.V.W.’s to 49,000 Ibs. ; G 


C. Models C500, C600, C700 — 
30,000 Ibs.; G.C.W.’s to 65,000 Ibs. G.C.W.’s to 65,000 Ibs. G 


0.E. 
.V.W.’s to 25,000 Ibs.; 
C.W.’s to 50,000 Ibs. 
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drive the new I959 
ower lant 


CHANGES... 
WHERE THEY COUNT! 


New performance! 
New comfort! 


Look into the cab—look into the chassis! Wher- 
ever you look in the new 1959 Dodge trucks, you'll 
find changes that mean something. New conven 
ience, for instance, in suspended brake and clutch 
pedals, and hydraulically operated clutch. New 
heavy-duty electrical system. Greater depend 
ability. Increased G.V.W.’s on tandems. Concealed 
running boards on medium-tonnage models. 


You’ll find new cab comfort, too, and better 
heaters. Plus new instrument panels designed 
especially for medium- and high-tonnage 
requirements. 

Ask your dealer about all the new Power Giant 
advancements. And about the new network of 
Dodge Truck Centers that let him give quick 
delivery of any Dodge truck to meet your exact 
needs. Plus hurry-up parts service. See him soon! 


* * * 


Striking new Dodge low-tonnage models! 
This spirited new Sweptline Pick-up leads a com- 
plete line of new 1959 Dodge low-tonnage trucks. 
Advanced models for every need, from 5,100 to 
10,000 Ibs. maximum G.V.W. 


TODAY... 
IT’S REAL SMART 
ume me oj, [ol el-) mi ele] ele) 5 
POWER GIANTS 


4-WHEEL-DRIVE Models W100, FORWARD-CONTROL 
W200, W300, W300M, W500 Models P300 and P400 
G.V.W.’s to 20,000 Ibs. G.V.W.’s to 15,000 Ibs. 
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DEPENDABILITY 


... assures marketers high-reliability performance 
of submerged pumps serving multiple pedestals 


HO909905 


Permits quick disconnect of pump and motor 
from drop-pipe. Polarized, plug-in !ead con- 
nector seals against gasoline entry and as- 
sures proper connection. Eases maintenance. 


Protects pump and motor bearings from 
damage due to low gasoline level in storage 
tank, and motor against damage from over- 
load conditions. Saves downtime and re- 
placement costs. 


Designed for maintenance-free, lifetime 
operation. Assures endless supply of lubri- 
cant without dependence on special liquids 
or running seals. 


Provides permanent protection for plastic- 
embedded windings to maintain full-power, 
dependable electrical performance. Assures 
longest motor life. 














High load-carrying capacity, gasoline-lubri- 
cated bearings eliminate possiblity of 
damage due to loss or dilution of lubricant. 





SURMER Sie: 


345 EAST SPRING STREET * BLUFFTON, INDIANA 


Franklin Electric Co.. Inc. ; iT ™ 


Write for FACTS FOLDER P86009 
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first jet airliner! Engines on this giant airliner con- 
sume large quantities of 
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America’s filtered to 


' fuel which must be finely 


In 
today’s cars, oil surges through the 
engine at 4 gallons a minute... and 
air zooms through the carburetor at 
the rate of 9000 gallons for every gallon 
of gas! Both oil and air must be fully 
cleaned by filters built precisely to 
the design of each car model. More 
automotive manufacturers choose 
FRAM as original equipment than 
any other filter! 


More 
people know about filters today than 


ever before! Among the millions of 


car owners who know car filters hy 
brand name—more rank FRAM first 
for quality than any other filter! 


PETROLEUM NEWS 


assure proper operation of engine fuel 
controls and injection nozzles. FRAM filters are first 
choice for the job! 


DON’T LOSE THE EXTRA PROFITS 
that this leading filter can give you! 
Sales records prove that when you add 
FRAM tovyour line your total filter sales 
go up as much as 30°. ! Why? Because 
customers like to replace their filter 
cartridges with the brand they know and 
recognize as best. And FRAM ts guar- 
anteed ... it’s as simple as that. 


FRAM CORPORATION, 
PROVIDENCE, RHODE ISLAND 


FRAM 


O/L AIR FUEL WATER 


FILTERS 





‘AC SELLING SLANTS 


WATCH FOR THIS GIG 
NEW AC FUEL PUMP 


Here’s all your dealers do to 
get the FM-42-FP package 


e@ Order any 8 new AC Fuel Pumps of their choice, 
include an additional $17.40 for the FM-42-FP 
Package. 
The FM-42-FP Package Contains: 
@ The Belforte “Ice Cube’’ Watch Bracelet 
@ Two AC Fuel Pumps (#4460, Chevrolet, 1955-57) 
worth $17.40 


@ When the dealer sells the two AC Pumps, he recovers 
$17.40. His profit from the sale of the pumps pays 
for the Promotion Package. 


For the FM-45-RFP Package 


e@ Order any 8 rebuilt AC Fuel Pumps of their choice, 
include an additional $19.00 for the FM-45-RFP 
Promotional Package. 


The FM-45-RFP Package Contains: 
@ The Belforte “ice Cube’’ Watch Bracelet 
@ Two Rebuilt AC Fuel Pumps (#24460 for Chevro- 


let, 1955-57; #29294 for Oldsmobile, 1949-54) 
worth $15.25. 


@ When the dealer sells the two AC rebuilt pumps, he 
recovers $15.25. The two fuel pumps which he replaces 
have an exchange value of $3.75 ($1.25 for #24460; 
$2.50 for #29294). The profit from the sale of the two 
rebuilt fuel pumps plus their exchange value pays 
for the Promotional Package. 


Watch Walt Disney Studios’ ZORRO Every Week on ABC-TV 


AC SPARK PLUG %& THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Featuring the Exclusive “Ice Cube’ Watch Bracelet by Belforte 


Christmas is fast approaching and here’s the ideal solution to 
that perennial problem of what to give her. 


And here’s more good news .. . it doesn’t make any difference 
whether your dealers order new AC Fuel Pumps or Rebuilt 
Pumps, the Belforte Watch Promotion Package can be theirs 
with the purchase of either the FM-42-FP, New or FM-45-RFP, Rebuilt! 


Ask For Them by Number 








ie 


EN - 


The Striking “‘Ice Cube” Watch Bracelet by Belforte, 
a subsidiary of Benrus Watch Company 
This smart, fashion accessory doubles as a beautiful timepiece that 
will thrill any lady .. . for a lifetime. The Belforte “Ice Cube’”’ 
contains a fine, jeweled, lifetime movement with an unbreakable 
mainspring. A transparent back exposes the precise Swiss movement 


and shows it in constant movement. Each watch bracelet comes 
handsomely gift-packed especially for her. 


CALL YOUR Q SUPPLIER 
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announcing new 


Guide ‘re: 


a 


Powerbeam 50. 


two-headlamp system 


replacement headlamp 


Improved Light Pattern for 
Better Light Distribution 


Fifty Feet of Added Light 


on Lower Beam 


The Guide T-3 Powerbeam 50 Brings 
Dual-Lamp-System Advantages to Own- 
ers of Two-Headlamp Cars! Here's the 
greatest lamp advancement for single-lamp 
systems since the famous Guide T-3 head 
lamp development which made mechanical 
safety aiming possible. Now you have a 
single-lamp replacement unit with full 50 
watt power on both upper and lower beams! 


Tremendous Advantages From New 
Guide Lower-Beam Filament. There's a 
smoother beam, better spread for better 
over-all illumination and = freedom = from 
spot-bounce. More comfortable seeing re 
sults from this even distribution as against 
“spottiness.” 


The New Powerbeam 50 Gives Addition- 
al 50 Feet of Light—Aimed Right! The 
great new Guide T-3 Powerbeam 50 Head 
lamp concentrates lower-beam throw in so 
clean a right-road-edge pattern that you 
see at least 50 feet further than with earlier 
types. ‘There’s actually 25% more light 
properly and safely directed. There’s the 
same amount of lower-beam light as on the 
most modern dual-system lamps. 


The New Powerbeam 50 Headlamps 
Can Be Aimed Day or Night. Like all 
Guide T-3 Headlamps, these can be quickly 
aimed without even turning on the lamps. 
The aiming pads of each lamp are precision 
ground for simple mechanical adjustment 
so that the upper and lower beams bring 
maximum benefits to the driver and to 
oncoming traffic. A more advanced fluting 
design in the lens gives more efficient light 
both upper and lower beam. The upper 
beam is centered higher and points ideally 
straight ahead. Since the light does not 
“tunnel” or “spot,” vision is more natural 
and comfortable. 


Your Market is Tremendous. There are 
millions of cars in the two-headlamp system 
category . .. many of them your dealers’ 
customers. They need this Guide improve- 
ment. They are driven by people who want 
the extra safety and comfort, Get the extra 
business for your dealers. 


AVAILABLE 
NOW 


FROM YOUR SUPPLIER 


AC SPARK PLUG RP THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Mechanically Aimable! 


Vv 
HEADLAMPS 








RAME KONTACT 
TwO POST 





Providing all of the widely ac- 
cepted advantages of “Frame-Kon- 
tact” lifting, Globe “Continental” 
Hoists incorporate a unitized super- 
structure having swivel arms and slid- 


ing pads. Spotting and lifting is quick, 
positive, easy. 

The exclusive Globe PRE-SET fea- 
ture permits position adjustment of 
arms and pads for 90% of all cars on 
the road today before the car is driven 
over the superstructure. Handling of 
other cars, including some late U. S. 
models and foreign cars, is also facili- 
tated by the versatility and simplicity 
of PRE-SET adjustment. Any change 
in adjustment is easily accomplished 


Pad positions are PRE-SET Swivel 


by the mechanic at the side of, not 
under, the car. 

Made by the pioneer manufac- 
turer of the “Frame-Kontact” Hoist, 
Globe’s long, specialized experience 
has produced benefits and advantages 
which are exclusive in Globe “Conti- 
nental” design. These include the 
PRE-SET adjustment, the 3-position 
pads (patent applied for), wide and 
long reach and large free undercar 
working area. 

Three “Continental” models are 
available: single post semi- or full hy- 
draulic, two post full hydraulic. Stroke 
70”, 8000 Ibs capacity. 


arm angle can be Tongue-in- 


on swivel arms before car is} PRE-SET without reaching un- groove  construc- 


spotted over Hoist. der car. 





FREE WHEEL TYPE, AUTO ROLL-ON TYPE, AUTO TwO lost AUTO 





tion fully com- 
plies with com- 
mercial standard 
of strength and 
safety. 





TWO POST, TRUCK FOUR POST ELECTRIC. AUTO 















BETTER SERVICING 


meena IN LESS TIME 

WORKING AREA . \ All the benefits which have 
made FRAME-KONTACT 
lifting so widely preferred are 
available in the “Continental” 
Hoist. These include maximum 
accessibility of undercar parts, 
decrease in repair time require- 
ments up to 50%, wheels and 
suspensions hanging free for 
better penetration of lubricants, 
and for easy work on tires, 
brakes and wheels. 











The wider spacing of swivel arms and the 
WRITE TODAY for illustrated 
folder (A-606) of complete de- 
al” eran : ‘ _ scription and specifications of 
nental” Hoists provide large unobstructed Gionm Conel. 
working areas vitally important to undercar NENTAL HOISTS, 
a i‘ : ‘ : . Globe Hoist Co., 
servicing. This makes more jobs possible in East Mermaid 
a Lane at Queen St,, 
less time. Phila, 18, Penna. 


narrower width of the bolster of “Conti- 





’ 
Exclusive 3-position Paps 

Lightweight and rugged, these big area (7” ~x 8”) 
pads have checkered non-skid metal surfaces. 









— 


at 








et, —— h 
FLAT POSITION 14%” UP, extra 7%” UP, clears Tw — 4 
clearance ‘under battery boxes, @ THE BEST LIFT 4 


mufflers, tail] ete., for light 
pipes. trucks, 


THE WORLD’S MOST COMPLETE 
LINE OF AUTOMOTIVE AND 
HEAVY-DUTY TRUCK HOISTS! 

















Looking for something? 


If you’re looking for a way to remove the risk of losses from drums in transit... 
If you’re looking for the kind of security you can count on—from leakage, 
tampering and pilferage... 

If you’re looking for a good way to improve your packaging, enhance your 
company’s prestige, increase the confidence of customers... 


You will get what you’re looking for when you specify Tri-Sure’ Closures. 


Shippers the world over are doing it—because only Tri-Sure Closures can give 
Tri-Sure protection. 


*The ‘‘Tri-Sure”’ Trademark is a mark of reliability backed by over 35 years serving industry. It tells your 


customers that genuine Tri-Sure Flanges (inserted with genuine Tri-Sure dies), Plugs and Seals have been used. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20,N. Y. 
CHICAGO, ILL. - LINDEN, N. J. - NILES, OHIO 


"> 
wu ~ 
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baw, 
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Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Inddstria e Comércio, Sao Bernardo Do Campo, Estado de Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 


Compafiia Mexicana Tri-Sure S. A., Naucalpan, E. de Mexico, Mexico 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland CLOSURES 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. 1, London, England 
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Ahead of the News 


AROUND THE COUNTRY 


Expanding Less in ‘59—Oil marketers have ear- 
marked 9% less for capital expenditures in 1959 than 
they’re spending this year, reports the McGraw-Hill 
economics department. 

On the whole, the oil industry will spend 6% more 
next year than it did this year, says McGraw-Hill. A 
sharp 10% increase in capital spending by the produc- 
tion segment accounts for the jump. 

American business will spend 0.5% more on capital 
expenditures in 1959 than in 1958, according to pre- 
liminary plans. These indicate, too, that 1960 will be 
about the same as 1959. 

The oil industry capital spending plans stack up like 





(millions of dollars) 


1958 1958-59 
1957 Esti- 1959 % 1960 
Actual mated Planned Change Planned 


Petroleum Industry $5,797 $5,158 $5,442 + 6% $5,439 
Production 4,025 3,703 4,073 +10 4,032 
Transportation 423 389 354 —9 333 
Refining 853 606 588 — 3 623 
Marketing 426 405 369 —9 399 
Other 70 55 58 +5 52 

All business 38,437 32,852 33,022 + 0.5 32,661 


(For an interpretation of this report, see “Recovery: 
Slow but Sure” page 73.) 
© 


Behind the Eight-Ball?—From now on Midwest oil 
company contracts with 10 teamster locals will expire 
in November, the middle of the heating oil season. This 
is interpreted in some quarters as a potential handicap 
to oil companies, which may not be able to afford pos- 
sible walkouts at that time. Previously contracts expired 
June 1. Teamsters also won 10¢ an hour pay raise, 
believed to be the first oil industry boost since before 
the recession. Oil sources say this will not become a 
pattern for future negotiations. 

e 
Maintenance Contractors—More Southwest suppliers 
are hiring outside contractors for station maintenance 
and abandoning their own maintenance departments, 
a Houston equipment firm reports. Contractors re- 
portedly have cut their prices until it’s cheaper for com- 
panies to hire them “and not be bothered by unions and 
paperwork.” 

* 
More Cars on the Read—Motor vehicle registration 
will reach a new high at year-end, despite a decline in 
auto sales this year, says the Automobile Manufacturers 
Assn. Total registration is expected to be 68.5-million, 
including 57-million passenger cars. This would be 2% 
more than at the end of last year. 

* 
Suppliers Joining OHI?—A new phase may be coming 
in supplier support of the Oil-Heat Institute of Amer- 
ica. Pure Oil Co. has become an associate member of 
OHI’s distribution division, the first major oil com- 
pany to do so. 
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First Quarter Prospects—About 72% of 1,548 busi- 
nessmen questioned by Dun & Bradstreet are optimistic 
about their sales prospects during the first quarter of 
1959. With only 4% anticipating declines, businessmen 
are more optimistic than they’ve been in any such 
inquiry since the fourth quarter of 1955, says the credit 
rating firm. 
e 

Station Building Still Lags—Service station building 
programs are still curtailed in the Southwest. 

Sources report that several suppliers are paying rent 
on long-held sites without making any effort to build 
on them. The majority of station work now being done 
is either remodeling or replacing older stations. How- 
ever, activity could pick up next year, depending on 
how 1958 earnings turn out. 

o 
Farm Co-op Competition—Trouble may be brewing 
for the tax-exempt farm cooperatives. A state jobber 
association is quietly investigating co-op charters and 
sales to see whether non-farm sales are exceeding the 
legal limit. Federal government regulations state 85% 
of total sales must be to members or to other agricul- 
tural producers. State regulations vary. 

e 
LPG Growing Up—Liquefied-petroleum gas may 
soon get more recognition in oil marketing. With 
markets and uses for LP-gas expanding, the API mar- 
keting division general committee is setting up a study 
group to determine whether an LPG committee should 
be established. 


Good Ad Year Ahead—1959 may be a banner year 
for advertising expenditures, if not for volume. Early 
reports indicate oil advertisers are planning to up cover- 
age from last year’s slow pace. With space and time 
rates moving up too, dollar outlays could zoom to 
new highs. Higher costs will force most advertisers to 
put new emphasis on product advertising—pretested to 
make sure it sells. Some good-will ads and fringe pro- 
motion budgets will be cut. 

* 
Bulk Plant Shutdown?—A Southwest supplier is 
doing a projection study on its bulk plant operations, 
seeking to determine how many plants it can close or 
consolidate over the next five years. 

a 
Gulf Coast Wage Hikes?—January looks like the 
target month for Oil, Chemical & Atomic Workers 
Union to go all out for wage increases at Texas- 
Louisiana Gulf Coast refineries. Strike votes were being 
taken at most plants in November, setting the stage 
for hard negotiations. What happens at the bargaining 
tables will have a big effect on marketing, especially 
on the supply picture if some refineries are closed. 


More Ahead of the News 
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Ahead of the News 





Eyes on Pennsylvania—Fair trade is back on again 
in Pennsylvania. Sinclair led the way. Other fair 
traders: Atlantic, Richfield of New York, California, 
Cities Service, American Oil, Tidewater and Socony- 
Mobil, Some majors, including a few fair traders, have 
adopted Gulf’s seven-zone tank-wagon price system. 
Market experts say it’s unlikely all majors will fair 
trade in Pennsylvania. At least five majors didn’t do 


so when it was tried a couple of years ago. Fair trade 


died then after 10 months. 
Advocates of gasoline fair trading are keeping an 


eye on Pennsylvania; so are fair-trade-minded law- - 
makers in Congress, probably stronger now because | 


of the November elections (see page 77). 
* 


Southwest Snowball—Jobber organizations opening 
their doors to commission agents is a growing trend in 
the Southwest. Oklahoma jobbers are now studying the 
possibility; Arkansas has voted to take in both com- 
mission agents and independent service station dealers; 
and Texas, New Mexico and Louisiana have already 
taken in commission agents. 

* 
Big Top for Fuel Oil—Some proponents of one strong 
oil-heat organization will include all fuel oils in their 
long-range promotional program, not just heating oil. 
So far, emphasis has been on oil heat, but several 
influential fuel-oil marketers believe the other petro- 
leum fuels would also benefit from a promotional lift. 


> 
Dual Program for Consignees—Phillips is offering 


its dual brand program (see page 31) to some con- 
signees as well as jobbers. Under this program, they 
handle both Phillips -branded products and the Para- 
land line, which they can use under their own brand 
name. 
e 

Togetherness—As a gesture to NOJC, the API mar- 
keting division is trying to shift the site of its 1961 
spring meeting from Montreal to Miami Beach. Even 
though API already had selected Montreal, NOJC 
voted for Miami Beach. API then agreed on Miami 
Beach, if it can get a release from the Montreal hotels. 
Next May (1959), both will meet in Des Moines, Iowa. 


‘New Tidewater Move—Tidewater Oil is expected 
to break into the North Carolina market any time now. 
Tidewater has been shopping around for distributors. 
Despite the succession of price disturbances for many 
months, North Carolina is considered an attractive 
market. 
a 

Discount House Bogey—Concern over the volume 
of gasoline being sold at discount houses on the West 
Coast is voiced privately by top major-company mar- 
keters. While the discount houses have always pumped 
substantial gallonage (NPN—Jan. p21), they’re more 
of a factor now: they siphon gasoline from neighbor- 
hood stations in a broad area; they depress retail post- 
ings; and they’re spreading—into the Pacific Northwest 
and Arizona. 
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CPA’s Plans—Three 1959 objectives of the newly 
constituted Committee on Public Affairs are: (1) cele- 
bration of the oil industry centennial; (2) development 
of a plan to answer anti-industry attacks more effec- 
tively, and (3) preparation of defenses to deal with re- 
strictive legislation. The CPA will undertake no cen- 
tennial program itself but will act as a service agency 
for companies or groups. CPA officials hope to avoid 
publicity for themselves and CPA, believing the re- 
sults are important, not the apparatus for achieving 
them. (More about CPA on page 75.) 


Atomic Tanker—Plans for a 65,000 dwt atomic tanker 
have been developed by Gotaverken Shipbuilding Yard 
at Goteborg, Sweden, says the Commerce Department’s 
Bureau of Foreign Commerce. The ship will have aux- 
iliary diesel engines to navigate in a large number of 
canals and harbors where reactor operation is expected 
to be forbidden. 


IN DETROIT 





Next Year’s Car Sales—Between 5,250,000 and 
5,500,000 passenger cars will be sold in 1959, predicts 
Edward T. Ragsdale, general manager of Buick and 
vice president of General Motors. 


New Line for Chrysler—Under a new agreement, 
Chrysler Corp. will be exclusive U. S. distributor of 
the French-built Simca, now pushing for a place among 
the five top-selling imported cars. Up to now, Chrysler’s 
been the only big auto maker without an imported 
small car. 


IN THE LABS 





Will Fuel Cells’ Run Future Cars?—An electric cell 
said to be capable of displacing the internal combustion 
engine is reported in advanced development at Lock- 
heed Missile Systems’ laboratory at Sunnyvale, Calif. 
The “fuel cell” converts chemicals to electricity with 
70% efficiency, compared with the internal combustion 
engine’s 25%, says Lockheed. Dr. Morris Eisenberg, 
project chief, says the cell being developed is powerful 
enough to lead Detroit’s automotive engineers to con- 
sider replacing present car engines. He predicts a fuel 
cell three times as powerful will be developed within 
five years, capable even of powering aircraft. Hydrogen 
and ethane gas are used as fuel in some cells, but theo- 
retically any high-energy material will do, including 
petroleum products. The “fuel cell” differs from a_bat- 
tery in that the cell consumes fuel stored outside it while 
the battery consumes the chemicals of which it is made. 
. 


New Paint for Pumps?—A new plastic paint used 
on General Motors’ 1959 cars may show up on service 
station pumps. The paint showed good weathering 
characteristics in a seven-month test requested by a 
Southwest major. Use of the paint is almost a certainty 
if application problems on pump production lines can 
be licked. 
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Petroleum Indicators 


| stocks J NPN PRICE AVERAGES* 








retin YEAR AGO Refinery /Terminal 


| (¢ per gal.) 
GASOLINE Nov. Oct. Nov. 
—_— — 





1958+ 1958 1957 
‘ail a | Gasoline 
_— (regular) 11.63 11.72 12.26 


— - 
TC — Ss Kerosine 11.07 11.04 11.17 
Distillate 9.53 9.53 9.72 
ig Residual 457 4.47 5.68 
s 4 principal 
DISTILLATE products 9.17 9.18 9,85 


Lube oil 21.53 21.53 24,17 

Crude at well 

'O=({j{rictMtiwti = ($ per bbl.) 3.01 3.01 3.10 
RESIDUAL - eironeiicens 

* Weighted average price, principal 

markets. Crude prices middle of 

month, not monthly average. 

t Through Nov. 14. 





























MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Nov. 1958* Oct. 1958 Nov. 1957 


Finished and unfinished gasoline (thous. bbl.) . 169,309 168,476 187,141 
Kerosine (thous. bbl.) 32,220 32,374 32,696 
Distillate fuel oil (thous. bbl.) 164,330 166,414 166,763 
Residual fuel oil (thous. bbl.) 67,251 68,198 59,622 
Crude oil—B. of M. (thous. bbl.) 254,874 255,720 281,769 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) .. . 7,721 7,691 7,692 
Foreign crude included (thous. bbl. daily) 1,035 929 
% of refinery capacity operated ......... 81.6 82.4 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) ...... 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 27,071 


* Through Nov. 14, except crude stocks, Nov. 8. 
Source of Data: API Weekly Reports, except 1957, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month 
Exports of crude and refined products (thous. bbl.) ... . 9,412 (Aug.) 9,726 
Average station gasoline price, ex tax (¢ per gal.) ; 21.05 (Nov.) 21.50 
Service station sales—all commodities ($-million) .. . See 1,380 (Oct.) 1,346 
Gasoline consumption (million gal.) 5.257 (June) 5,219 
Service station permits (number) 668 (June) 683 
Passenger cars—domestic shipments (thous.) ue 98 (Sept.) 193 
Trucks and buses—domestic shipments (thous.) 34 (Sept.) 47 
Automotive replacement tire shipments (thous.) 6,365 (Sept.) 6,679 
Replacement battery shipments (thous.) ae Spee 2,333 (Aug.) 2,101 
Oil burner shipments (thous.) . 59 (Aug.) 45 


December, 1958 * NATIONAL PETROLEUM NEWS 





Supply and Demand 





LPG: Rich Markets Are Waiting 


As transportation and storage 
get better, so do LP-gas sales 


7 as OF ADEQUATE transportation and 
storage facilities is barring liquefied petroleum 
gas from potentially rich domestic and industrial 
markets in many parts of the United States. De- 
mand for this oil product has grown phenomenally 
in past years, but there are still many geographical 
areas where LPG sales are very light. 

In New England, with much industrial activity 
and a population of more than 9-million, LP-gas 
sales in 1957 were only 142,387,000 gal., 2% 
of the total 6,939,121,000 gal. sold in the US. 
that year. The six New England states are a long 
distance from the big natural gas fields and petro- 
leum refining centers in the Southwest, but the area 
is well-supplied with motor fuel, heating oil and 
other petroleum products. 


The remaining 11 states of the East Coast area 
consumed 1,066,065,000 gal. of LPG in 1957, 
15.4% of total U.S. sales. This is shown in the 
annual report of the U.S. Bureau of Mines. 

The nearness of sources of supply has a marked 
effect on LPG sales. Largest consumption of LP- 
gas is in the Southwest. The six states of the 
southwest refining district—which includes the 
four oil and gas producing states of Texas, New 
Mexico, Arkansas and Louisiana—takes 42.9% of 
total sales of LPG in the country. The three Pacific 
Coast states plus Nevada and Arizona, supplied 
mainly from California gas and oil fields, consume 
7.3% of the U.S. total. (For LP-gas consumption 
by districts, see table 1.) 

Texas alone had 31.5% of total LPG sales in 


1957, although it ranks only sixth in population:, 


New York, first state in population, consumed only 
101,674,000 gal. of LPG in 1957. Sales in Penn- 
sylvania, ranked third in population, were 119,- 


Table 1. Geographical Distribution of LPG 
Sales in the United States, 1957 


Sales % total 
Refining Districts (1,000 gal.) U.S. Sales 
Dist. 1 (17 states) 
New England 142,387 2.0 
East Coast . : 1,066,065 15.4 
Total 1,208,852 17.4 
Dist. 2 (15 states) 
Midwest and North Central 
Dist. 3 (6 states) 
Southwest .... 
Dist. 4 (5 states) 
Rocky Mountain 
Dist. 5 (5 states) 
West Coast plus Nev. and Ariz. 
Total U.S. 


2,054,350 29.6 
2,976,695 42.9 
193,964 2.8 


505,260 7.3 
6,939,121 


*Includes consumption of refinery fuel. 





Table 2. Top 10 States in LPG Sales 


1957 Sales 
(1,000 gal.) 
2,185,240 
395,337 
349,270 
292,657 
224,122 
220,415 
183,126 
160,794 
155,672 
153,491 
4,320,124 
6,939,121 


7) Kansas 
8) Missouri 
9) Kentucky 
10) Florida 











137,000 gal. In 1957 Florida, about thirtieth in 
population, ranks tenth among states in volume of 
sales, with 153,491,000 gal. in 1957. (For the 
top 10 states in LPG sales, see table 2.) 

As transportation and storage of liquefied petro- 
leum gas improve, sales rise. This was a large 
factor in the 40% increase in sales from 1953 to 
1957. 

Thirteen product pipelines are now batching 
LPG through their lines. These lines operate mostly 
in Texas and Louisiana, but four extend into 
Indiana, Illinois, Michigan and Ohio, and more 
extensions are planned. More river barges and 
tankers designed for LPG transport are in service 
and more are being built. 

Trucks and tank cars still carry the bulk of 
LPG. In 1956 they moved 86%, says the National 
Petroleum Council. 

LPG storage capacity continues to increase. This 
is true for both conventional above-ground tanks 
and for underground reservoirs near markets. Avail- 
able underground storage is now 1.4-billion gal., 
and an additional 400-million gal. is planned or 
under construction. 


The growth of LPG sales can be expected to 
continue as lower-cost facilities extend to new 
areas. 


Largest and most widespread use of LP-gas is 
domestic and commercial burning, mainly in ranges 
and space heating units, but use for motor fuel is 
growing. 

Domestic and commercial consumption totaled 
3,067,070,000 gal. in 1957. Sales for this purpose 
vary from less than 25-million gal. in some eastern 
states to 421,885,000 gal. in Texas. 

Consumption of LPG for motor fuel in 1957 
was 805,056,000 gal. in the U.S., 344,042,000 gal. 
in Texas, 58,044,000 gal. in California, 48,177,000 
gal. in Illinois, 47,708,000 gal. in Oklahoma. 
Total sales for this use in all the New England 
and East Coast states were 25,598,000 gal. in 
1957. e 


NATIONAL PETROLEUM NEWS * December, 1958 





AVERAGE BLENDING VALUE AND BLENDING 
VALUE RANGE FOR PRESSURIZING COMPONENTS 
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TEST METHOD 
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BLENDING OCTANE NUMBER VALUE 


The Du Pont Petroleum Laboratory has 
recently completed a significant road and 
laboratory study of the blending value of 
pressurizing agents. The results are par- 
ticularly important because they were 
obtained with high octane stocks in high 
compression ratio cars, 

The vapor pressure control materials 
studied in the tests were n-Butane, iso- 
Butane, and iso-Pentane. 

Several typical fuels were made up 
from combinations of light and full- 
range cat-cracked stocks; C; and C7 plus 
reformates; a thermally cracked reform- 
ate; an aromatic extract and an aviation 
quality alkylate. 

The blends were treated with the three 
pressurizing agents and rated both in the 
laboratory and on the road. Road ratings 
were conducted in three 12:1 compres- 
sion ratio cars, All finished blends con- 


JOHN J. GREYTAK is 
an engineer in the road 
antiknock group at the 
Du Pont Petroleum Lab- 
oratory. He is co-author 
of the paper ‘Road 
Octane Numbers of To- 
morrow's Gasolines in 
Tomorrow's Cars'' 

= which he presented at 
the API Refinery Meet- 
ing in May 1957, 


Average blending values are shown by the arrows. The length of the bar 


indicates the range of the blending values in the different base fuels 


Blending values of pressurizing agents in 
tomorrow’s gasolines and engines 


BY J. J. GREYTAK 


tained 3 cc. of tetraethyl lead per gallon. 
This table shows the average octane 
blending values of the three pressurizing 
agents: 
OCTANE AVERAGE BLENDING VALUES 
. ‘ : ’ 
NUMBER n-Butane | iso-Pentane | iso-Butane 
a : ; ; | ; 
Research ... 103 104 110 
99 102 111 


ee 103 106 115 


4 4 4 





Although i-Butane is shown to have 
the highest octane blending value of the 
three pressurizing agents, the amount that 
can be used in a commercial gasoline is 
limited by its high vapor pressure. Con- 
sideration of both volatility and octane 
blending values for the three vapor pres- 


sure control materials, leads to the con- 
clusion that more gasolines of higher oc- 
tane number can be made using i-Pentane 
than by using either of the butanes. 

The exact quantities of iso-Pentane 
which should be employed will be deter- 
mined by the amounts available as well 
as by the over-all refinery processing 
schemes. 

In addition to the above, the investiga- 
tions provided information on the influ 
ence of the base fuel compositions. For 
example, it was found that the Motor 
Method blending values of n-Butane and 
iso-Pentane were highest in fuels con- 
taining alkylate. 

Further detailed information regarding 
this program is available upon request. 
E. I. du Pont de Nemours & Co. (Inc.), 
Petroleum Chemicals Division, Wilming- 
ton 98, Delaware. 


Tetraethyl Lead 
and other 
Petroleum Additives 


806. u. 5. pat. OFF 


Better Things for Better Living 
« «+ through Chemistry 
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Whether You're Modernizing or Building a New Station 


LIGHT IT more attractively 
LIGHT IT more efficiently 
LIGHT IT more economically 


WITH ONE OF THESE 
AS IK "7 
Guardian LT FIXTURES 


ROYAL-T 


For the ultimate in service station 
lighting. Delivers more usable light 
..» actually utilizes light instead of 
merely transmitting it. 














First service station fixture specifically 
designed to accommodate all popular 
types of fluorescent lamps. Combines 
a luxury appearance with outstanding 
efficiency. For area and island lighting. 





Simple, yet smart styling for island 
lighting. Modernization at a really 
nominal cost. For use with ultra-high 
output lamps. 


Guardian also offers a complete line of area floodlights, 
cluster lights, Panelites, Verti-Flood lights, poles and 
accessories. Write for complete catalog. 







GUARDIAN 


500 NORTH BILVD.,~ 





OAK PARK, ILLINOIS 


ightcomrany 
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ontinental puts extra service 
into every steel container 















- 





ot 


From advanced research to faster 
delivery, Continental container service 
smooths your shipping problems 


Continental gives you the highest quality steel con- 
tainers plus the benefits of famous Continental 
service. You deal with a Continental expert who 
knows the problems of the petroleum industry. 
You order from a complete line of steel containers, 
superbly lithographed for powerful sales appeal. 
You get fast delivery of all the containers you 
need, when you need them. And if you have a 
special problem, Continental’s research and engi- 
neering services help you solve it. Let us show 
you what we mean by famous Continental service. 


Call today. 





Exclusive Perma - Lining 
enamels provide 100% 
protection for hard-to-hold . 
petroleum and chemical 
products. Perma-Lined 
containers are airless hot 
sprayed after fabrication 








to prevent corrosion-caus- 
0) ing cracks one assure (Cc CONTINENTAL 
100% complete interior 
®@ coverage. In tight or open CAN COMPANY 
head pails—with lug, ring 
seal or lever lock covers. Eastern Division: 100 E. 42nd St., New York 17 


Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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Nearly everybody hears Sinclair Cornmercials 
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Se/ling for Sinclair Distributors 


10,000 Sinclair Radio Announcements every week 


One of the biggest advantages you enjoy as a Sinclair heard every week over more than 900 radio stations 
Distributor is Sinclair’s tremendous advertising pro- heard more often, more consistently than any other oil 
gram. Sinclair is one of the most aggressive advertisers company commercials. This barrage spearheads Sinclair 
in the business. Example: 10,000 radio commercials are advertising and sales promotion. 


/n addition, here are some of the other advantages Sinclair Distributors get... 


PRESTIGE: The Sinclair name has instant acceptance. Sinclair refines and markets Petroleum 
Products for automobiles, homes, farms and industry. 


RESEARCH: Sinclair allocates a large amount of money annually for research that helps keep 
Sinclair Products ahead. Many new developments in the oil industry have come from Sinclair’s 
giant Harvey, Illinois, laboratories. 


5-STAR DEALER AID PLAN: Exclusive with Sinclair, this Plan does more to help dealers 


make more— thus boosts business for Sinclair Distributors. 


TRAINING AID: Sinclair provides retail training aid for Distributors, their employees and 
dealers. 


Ihese are just a few of the many reasons why it will prove to your greater 
advantage to line up with Sinclair. For all the facts, write Sinclair Refining 
Company, 600 Fifth Avenue, New York 20, N. Y. 
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Recovery: Slow but Steady 


EXT year capital spending for oil marketing 

expansion will be down for the second year 
in a row. What does that mean?—considering that 
the whole oil industry will spend more in 1959 
than it did this year, that American business will 
earmark slightly more, and that the recession is 
over? 

Capital spending is one of the pertinent indexes 
for measuring the state of the economy. A Mc- 
Graw-Hill survey reports that preliminary plans 
call for a 9% reduction in capital expenditures for 
oil marketing next year. The whole oil industry, 
however, will put out 6% more than it did this 
year (for details see page 65). 

In judging what this means to marketing, five 
factors must be considered: 

1) Marketing expanded swiftly until 1957, when 
capital expenditures hit a peak of $426-million. 
This reflected the brisk development in new popu- 
lation centers, the move to suburbs, entry into new 
territories, and general growth. 


2) Station building has definitely been cut back. 


The Work Horses 


NE of the least spectacular and perhaps least 

known of oil men’s groups is the API opera- 

tions and engineering committee (constituted within 
the API marketing division). 

While being one of the newest groups, it’s easily 
one of the most productive; and also one of the 
most important for oil marketers. Why? Because 
it helps marketers save money. The O&E approach 
is to eliminate duplication, get rid of the unessen- 
tial, and standardize where it’s reasonable. 

The latest O&E accomplishment is the standard- 
ized gasoline pump base, which will save much 
money when pumps are eventually changed (NPN 
—Nov, p161). Before that, O&E helped do away 
with the visigage, a useless but expensive holdover 
from the past. Now it’s working to eliminate a 
requirement that nozzles be shipped with pumps, 
a practice most oil companies are against (for 
details see page 118). 
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Rampant construction paced the sweeping expan- 
sion. Most companies continue their station build- 
ing, but the programs are more cautious. 

3) Product prices are still off the so-called “nor- 
mal” levels, reflecting the pressure of oversupply. 
The depressed prices shrink margins and serve as 
a deterrent to free spending. 

4) Marketing expenditures in 1960 will be up, 
almost matching the outlay this year. Here’s the 


capital spending sizeup in marketing: 1957—$426- 
million; 1958—$405-million; 1959—$369-mil- 
lion; 1960—$399-million. This means steady 


growth. 

5) Chances are the rise will be faster than it 
looks now, even though immediate expansion is 
down, for reasons just given. McGraw-Hill states, 
“Previous experience indicates that these prelimi- 
nary plans will be revised upward as final budgets 
are completed.” 

So, the whole situation is not so grim as a first 
impression might suggest. Instead, there are good 
reasons for confidence. 


Unlike some groups that live for the jolly annual 
meetings, O&E is a work horse, toiling on projects 
the year around. When you run into any of the 
O&E boys, remember they’re the salt of the earth— 
trying to make marketing operations less compli- 
cated and less expensive. 


Happy Holidays 


VERYONE on the NPN staff wishes a Merry 
Christmas to all of you associated with oil 
marketing. 
rhis has been a rugged year for most marketers, 
and it looks as though it will continue to be rough 
even though the economy is picking up. Anyway, 
a Happier New Year to all. 
(To brighten the holidays, read the NPN Christ 
mas poem, page 9.) 


~~ 
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ESPECIALLY DESIGNED AND 
QUALITY-BUILT TO SERVE... 


e Car, truck and bus fleets e Farms 


e Factory garages e Bus depots e Boat liveries 


Eight Models Offer These Advantages 


e Accurate, fast, dependable dispensing for all 
commercial fueling applications. 


15- or 22-gallon per minute capacity to suit 
individual pumping requirements. 


Available as dispensing pedestals for remote 
control systems. 


Precision manufacturing from highest quality 
materials assures trouble-free, efficient 
performance. 


Choice Of Straight-Reading 
Or Ticket Printer Dial 


Bowser Commercial Pumps are available with either a straight- 
reading dial or a ticket-printing dial to provide accurate fuel 
records for inventory control, cost accounting and billing. 


PRINTED TICKET SHOWS: Printed zero gallons as proof printer 
was cleared; total gallons delivered in gallons and tenths; a 
code letter to indicate pump used. 

When operated without a ticket, a jump in serial number 
sequence reveals unauthorized usage. 





SALES AND SERVICE OFFICES: 

Albany « Atlanta * Boston + Buffalo * Chicago * Cleveland ¢ Dallas 
Detroit * Fort Wayne * Houston * Kansas City ¢* Los Angeles 
Milwaukee * Minneapolis * New Orleans * New York * Oklahoma City 
Philadelphia * Pittsburgh ¢ St. Louis * San Francisco ¢ Seattle * Tulsa 


1301 EAST CREIGHTON AVENUE, FORT WAYNE, INDIANA 
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National Petroleum News 


Developments in Chicago suggest 
A trend toward unity of purpose 


MARKETING’s annual round of meetings in Chi- 
cago last month showed a singleness of purpose not 
always evident in past sessions. During the Ameri- 
can Petroleum Institute marketing meeting, for ex- 
ample, there were these developments: 

e Marketers finally got behind a lube oil pro- 
motion campaign to push more frequent changes 
—and got a $75,000 appropriation to do the job. 

e@ Fuel oil men got behind a “stop-gap” burner 
research program—and also got $75,000. At the 
same time, they took interim steps to launch a 
$3-million program for oil heat promotion in 1959, 
centering around a unified promotional group. 

One loud note of discord was National Oil Job- 
bers Council’s decision to begin assembling facts 
and witnesses for a possible complaint to Congress 
over the commercial account situation (see page 
78). But even this-apparently jolted API’s Jobber 
Advisory Committee into unified action: a team of 
four or five oil lawyers is now setting ground rules 
for discussion of the problem by JAC delegates. 

Other high points of the week in Chicago: 

e NOJC, atter passing its resolution aimed at 
“airing” the commercial account problem, (1) 
turned down a proposal to “adopt a position of 
neutrality on the depletion allowance [until the 
majors prove] that profits of production are not 
being used to subsidize marketing,” (2) passed a 
proposal to study the Justice Department's erst- 
while recommendation that West Coast majors be 
divorced from marketing (NPN—Sept., p115). 

e SIGMA (Society of Independent Gasoline 
Marketers of America) held a membership meeting 
and continued to show surprising strength for a 
baby association. With about 50 signed-up mem- 
bers and numerous prospects, the private brand 
group promises to be a “third force” in marketing 
politics. 

e AGDA (American Gasoline Dealers Assn.), 
another baby association, held steering committee 
meetings. Still in process of formation, AGDA 
claims membership in 16 states but isn’t saying 
what its total membership is. Plans tor a “nation- 
wide membership drive” are in the works. 

e@ NCPR (National Congress of Petroleum Re- 
tailers) approved a “Bill of Rights” for dealers, to 
be presented to Congress. The “Bill” endorses 
S-I1, functional divorcement, and the National 
Fair Trade Act, among other issues 

e API Jobber Advisory Committee acted to 
curb NOJC’s move toward a Congressional com- 
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plaint over commercial 
account pricing. “I am a 
little concerned over what 
action you jobbers are go- 
ing to ask the Congress to 
take,” said Dwight Ben- 
ton, Indiana Standard 
marketing vice president. 
“If you want something, 
make sure you want it be- 
cause you may damn well 
get it.” 

“IL don't believe Wash 
ington is the place to go,” 
said Charles J. Guzzo, 
Gulf Oil marketing vice 
president. “The API de 
veloped this jobber advi- 
sory subcommittee so the 
jobber would have a place to go. Don’t go to an 
agency that is going to hurt us both . . . Let’s 
meet more frequently to discuss our problems 
let's meet every 90 days, or every 60, or once a 
month...” (See page 78 for details on this issue ) 


Gulf’s Charles Guzzo: 
New chairman of API 
marketing division 


Man of the hour at the JAC meeting, Guzzo 
was named to succeed Atlantic Refining’s Dwigit 
I. Colley as API marketing division chairman 


e Two Giants Join Forces: Sinclair and British 
Petroleum. It’s a blissful union of BP’s crude re 
serves and production and Sinclair’s transportation 
and marketing. Major upshot: a joint company to 
market cheap Mideast and Venezuelan crude 
mainly in Sinclair’s 36-state area, starting next year 
Informed sources say BP aviation and shipping 
fuels will be marketed here, too 


e Not PAC, But CPA: After trying several com- 
binations, API has settled on the name “Commit 
tee on Public Affairs” for its new organization 
formed by merging the legislative (APIC) and pub 
lic relations (OIC) units. Its CPA for short 

At first API tried PAC (Public Affairs Commit 
tee), but that invited confusion with the PA¢ 
(Political Action Committee) of the CIO. Then 
it considered COPA, but decided that misht be 
mistaken for COPE (Committee on Political Edu 
cation) of the AFL. CPA seemed to be the easiest 
alternative, even though its used by Connecticut 
Petroleum Assn. and certified public accountants 


e In Oil's Honor: A U. S. postage stamp com 
memorating the centennial of the American oil in 
dustry will be issued at Titusville, Pa., scene of the 
first well, on Aug. 27, 1959, 100 years to the day 
after it was brought in 





What the November Elections 


Pricing, depletion, divorcement, fair trade and other issues wil! be 


affected by the new makeup of Congress. The influence of some key 


lawmakers is shifting. Here's how the situation looks today 


SEN. KEFAUVER (a 
bove) and Rep. Patman 
(right), Democrats, 
will be on hand to give 
S-11 a push. They'll 
find the strengthened 


liberal climate in Congress appealing. Behind 
them will be retail organizations, including 
the National Congress of Petroleum Retailers. 
But enactment in 1959 is still unlikely 


MAJOR SENATE FOE 
of S-11 is the GOP's 
Dirksen, but he may 
be too busy as minor 
ity leader to fight 
the bill effectively 
at committee level 
Defeat will probably 
be handed S-1I1 by 
the Senate's bloc of 
Republican and con 
servative Democratic 
votes, weakened by 
the elections but still 
strong 


te) 


_ 
all 


PRIME MOVER in divorcement legislation is 
Rep. Roosevelt, Democrat, who handily won 
re-election to another two-year term. He's 
expected to introduce his bill again this year 
but nothing's likely to come of it. He may 
try to probe gasoline surpluses, too 


MEMBERSHIP of Congress has taken a swing to the liberal side, no 
matter how you look at it. This is true for the Republicans as well as 
the Democrats. ; 

The Democrats will have a majority in the Senate of from 26 to 30 
votes (depending on the outcome of the Alaska elections), supplanting a 
majority of two. In the House the Democratic majority has increased from 
35 to at least 128. 

This means the relative strengths of opposing forces will change on 
issues affecting oil marketing: S-11, divorcement, depletion allowance, 
fair trade, gasoline oversupply. Some of oil’s friends are no longer around 
or are facing challenges to their influence and leadership. The camp of oil 
antagonists has been bolstered by election of new lawmakers of like mind. 

As it looks now, none of these factors will be significant enough to 
bring about major legislation affecting oil marketing in the next Congress. 
But the shifts will be important to watch. In some cases the way may be 
paved for such legislation in the near future. 

Here’s the way the five key issues shape up: 


S-ll: Climate is Favorable ... But 


THE OUTLOOK for enactment of S-11, designed to upset the U. S. 
Supreme Court’s ruling that “good faith” is a valid defense against price 
discrimination charges, is perhaps more favorable now than at any time 
since the court’s decision. But chances are still against it. The Senate’s 
bloc of Republican and conservative Democratic votes has been weakened 
by the 1958 elections, but its power is still substantial. And it’s backed by 
the President’s veto authority. 

Preparing to press for passage of S-11 are retail organizations in gen- 
eral, and the National Congress of Petroleum Retailers in particular. Both 
Congressional sponsors of the bill—Sen. Estes Kefauver (D., Tenn.) and 
Rep. Wright Patman (D., Tex.)—will be on hand to give the bill a push. 
More than likely they'll find the strengthened liberal climate in Congress 
appealing. 

What makes the Kefauver-Patman combination particularly dangerous 
now is that S-11’s major Senate opponent will likely become GOP minority 
leader and possibly be too busy to oppose the bill effectively on committee 
level. He’s Sen. Everett Dirksen (R., Ill.), credited with having blocked the 
bill in the Senate judiciary committee. 


DIVORCEMENT: After the Calm, a Storm 


PRESSURES for divorcement of oil marketing from other segments of the 
industry may again be on the rise. But nothing definite is likely to come 
of it at least for awhile. Divorcement advocates have been bolstered by 
the impending trial against West Coast major oil companies. Congress’s 
prime mover in divorcement legislation, Rep. James Roosevelt (D., Calif.), 
handily won re-election to another two-year term. Roosevelt’s again 
expected to head the House small business subcommittee on marketing, 
a post he’s held for the past four years. 

Inactive this year after investigations in 1956 and 1957, Roosevelt said 
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he was giving oil marketers—particularly major suppliers—a year’s time to 
“clean house.” He’s been critical of many supplier-dealer practices, and 
has continued to hold divorcement over the heads of suppliers. Next year 
Roosevelt is expected to check up on the progress made by companies 
in their relations with dealers. This will mean another round of hearings. 

In the past, Roosevelt has admittedly introduced his divorcement bills 
with the knowledge they stood no chance of passage. He can be expected 
to do the same next year. Such major legislation, however, is not ordinarily 
passed by Congress without several years’ buildup. 


FAIR TRADE: The Leader is Looking Around 


A FEDERAL fair trade campaign is not likely to develop next year, even 
though the number of fair trade advocates in Congress probably was 
increased by the 1958 elections. One reason is that Sen. Hubert Humphrey 
(D., Minn.), Congressional leader of fair traders, is not expected to make 
a determined push. This is important because he’s in a key position as 
chairman of the Senate small business subcommittee on marketing prac- 
tices, and he'll probably become the spiritual leader of the Senate’s liberal 
wing. But more hearings, perhaps into gasoline marketing, are being con- 
sidered, and the results might well lead to a campaign for fair trade in 
1960 or later. 

Fair trade in gasoline marketing gave itself a boost when it sprang up 
again in Pennsylvania last month. Humphrey, who’s conducted extensive 
hearings in gasoline marketing, has shown deep interest in New Jersey’s 
gasoline fair trading, and no doubt is watching developments in Penn- 
sylvania closely. 


DEPLETION: Man the Battle Stations 


THE OIL industry’s 27%2% depletion allowance probably will come 
under strong fire in 1959. Scene of the battle may be the House ways and 
means committee, headed by Rep. Wilbur Mills (D., Tex.), where advocates 
of a reduced depletion provision are expected to seek a hearing. The anti- 
depletion forces in Congress were elated by the 31 votes obtained in the 
Senate last session for a tax amendment by Sen. William Proxmire (D., 
Wis.). This would have reduced depletion on a graduated basis to 15%. 
But seemingly there are sufficient votes still in the Senate to defeat another 
devletion-cutting effort. 

Lyndon Johnson (D., Tex.) will continue as Senate majority leader next 
year and carry on his fight to maintain the depletion level, opposed by 
Proxmire and Sen. John Williams (R., Del.). But the stronger liberal forces 
will tax to the utmost Johnson’s ability to keep control. In the House, 
speaker Sam Rayburn (D., Tex.) will face a similar challenge, and in 
addition his party control may be weakened by the relaxed discipline that 
goes with heavy committee majorities. But he’ll probably succeed anyway 
in defeating any House effort to cut depletion 


GASOLINE OVERSUPPLY: Signs of a Sleeper 


INVESTIGATION of gasoline oversupply could be a “sleeper” next year. 
The subject came close to creating some excitement in Congress in the 
past session. Roosevelt wanted to check into surpluses, but the fight over 
oil imports—and the reluctance of chairman Patman of the small business 
committee—put him off. Patman’s argument was that the entire small 
business committee, not just Roosevelt’s subcommittee, should conduct any 
such investigation. Whether the investigation will come next year depends 
substantially on the gasoline supply picture then. But the fading recession 
may play the subject down. w 
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FAIR TRADE leader in Congress, Democratic 
Sen. Humphrey, isn’t expected to make a 
determined push this year. But more hearings 
are being considered, and the results might 
lead to a fair trade campaign in 1960 or later 


THE OIL INDUSTRY’s 272% depletion al 
lowance probably will come under heavy fire 
in 1959. Advocates of a reduced depletion 
provision gained strength in the last Congress, 
and they'll likely try again. Leaders will be 
Sens. Proxmire (left), Democrat, and Wil 
liams (right), Republican. Proxmire’s aim is 
a 15% allowance 


SEN. JOHNSON, 
Texas Democrat, will 
carry on his fight to 
maintain the deple- 
tion level. But 
stronger liberal 
forces will tax to the 
utmost his ability to 
keep control as ma- 
jority leader 


SPEAKER Sam Ray 
burn, another Texas 
Democrat, will battle 
depletion foes in the 
House. His control, 
too, may be weak- 
ened, but he'll prob- 
ably succeed anyway 
in defeating any at- 
tempt to cut the 
allowance 





Third Report in a Series of Three 





Commercial Account Problem— 


® National Oil Jobbers Council is collecting facts and witnesses 
for a possible complaint to Congress when it convenes... 


® But API Jobber Advisory Committee wants to solve the problem 
within the industry, and is setting up a special study group. 


SOME IMPROVEMENT in commercial account 
problems may be on the way 
breath. Out of last month’s marketing meetings in 
Chicago, two approaches are emerging: 

@ NOJC’s Approach—At the National Oil Job- 
bers Council meeting, members voted to begin a 
roundup of facts and witnesses that might bolster 
a complaint to Congress in January. NOJC’s execu- 
tive committee has the final say on that. 

@ API's Approach—American Petroleum Insti 
tute’s Jobber Advisory Committee is setting up a 
“lawyers’ group” to lay ground rules for a com- 
mittee study of commercial account problems. 
Major reps on the committee hope this will keep 
jobbers from sending the industry’s dirty linen to 
a Washington laundry. 

Jobbers probably won't go to Congress, market 
ers say, for these reasons: (1) If API action mate 
rializes, it could divert the NOJC move; (2) NOJC 
may not be able to get up an adequate case; (3) 
Majors might be able to produce enough contrary 
evidence to nullify an NOJC case; (4) Many job- 
bers agree with majors that courting government 
action “could be dynamite,” hurting both. 

Jobbers probably will get limited relief, however. 
More trimming of refinery runs would help ease 


but don’t hold your 


oversupply, generally acknowledged as the cause 
of today’s low commercial account prices. And a 
number of majors may institute policy changes 
aimed at improving the jobber’s position. 

An observer from another segment puts it this 
way: “The majors are running a little scared be- 
cause of so much jobber resentment. They'll have 
to give some satisfaction—either by cutting runs, 
drawing the line on bidding for commercial busi- 
ness below a certain volume, or by putting in or 
extending override and brokerage arrangements. 

“On the other hand, jobbers are going to have 
to get used to the economic fact that a branded 
gallon costs the majors about 2¢ more than an 
unbranded gallon, when credit and advertising costs 
are figured in. Eventually the jobbers will have to 
live with that differential.” 

Don’t look for easy long-range solutions, say the 
men closest to the problem. There are too many 
angles. For one thing, oversupply is likely to per- 
sist despite “statesmanlike” cuts in runs by some 
majors. For another, most marketers say it’s the 
non-jobber companies that do most of the commer- 
cial price-cutting. They’re the least susceptible to 
jobber pleas and pressures. 


And an independent supplier of jobbers adds, 


THE BIG QUESTION: Should Jobbers Take Their Problem to Congress? 





“When you go to Congress there is always the danger 


you may get something you are not seeking. We are only 
seeking an airing. | can’t say what the end result may be... 


“This is not just a threat... 1 dont want to go to 


Congress, but tell us where else to go. | doubt if a priest is 
interested; I don’t think the Red Cross will help. There’s 


been too much discussion. Now let’s do something.” 


OTIS H. ELLIS, veneral counsel 


National Oil Jobbers Council 
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Two New Paths to Solution? 


“No one has the guts to say this, but the real 
reason jobbers can’t buy at commercial price levels 
.is the retail price war allowance. A jobber in a 
price war could buy 100,000 gal. and split it 50-50 
between retail and consumer channels. Then he'd 
report 80,000 went retail and collect a phony 
allowance on it.” 

Most jobbers would object strongly to that state- 
ment, but it represents one man’s view of a multi- 
sided problem. At Chicago, almost all sides—and 
potential solutions—got a going-over. 

What NOJC Did—Keynote speeches by NOJC 
president Miles M. Mills and general counsel Otis 
H. Ellis put the finger on major-company refinery 
runs and sales practices as principal causes of the 
commercial account problem. Ellis went further, 
recommending that the jobbers start laying the 
groundwork for a Congressional complaint (contin- 
gent on the Council’s satisfaction that the new 
Committee on Public Affairs can’t handle the prob- 
lem, and on the ability of the council to come up 
with adequate evidence and witnesses). 

In floor debate, opposition to the proposal cen- 
tered around the question of redress. “What benefit 
would we get?” asked Stewart Pomeroy, Florida. 

Answered Ellis: “When you go to Congress there 
is always the danger you may get something you 
are not seeking. We are only seeking an airing. | 
can’t say what the end result may be. A liberal 
with anti-industry bias may try to hurt the big 
companies and hurt the jobber at the same time. 
The best you can hope to achieve is ventilation. . . . 
On the basis of the information, it can be deter- 
mined what specific recommendation should be 
made.” 


The proposal to assemble facts and witnesses 


was adopted 23-7 by NOJC’s state delegations, with 
the proviso that the Council’s executive committee 
make the final decision on going to Congress. 

What API Did—The NOJC move was the top 
order of business at the API Jobber Advisory Com- 
mittee meeting. At the start, Counsel Ellis warned 
that “This is not just a threat . | don’t want to 
go to Congress, but tell us where else to go. | 
doubt if a priest is interested; I don’t think the Red 
Cross will help . . . There’s been too much discus- 
sion. Now let’s do something.” 

Most outspoken major man on the committee 
was Gulf Oil vice president (and API marketing 
division vice president-elect) Charles J. Guzzo. 
Said Guzzo, “For God’s sake don’t go to Congress 

There’s no such thing as a little legislation. We 
have an agency in the division of marketing. Let's 
exhaust this problem in the good old American way 
before we run to the Great White Father. Let’s keep 
our dirty linen to ourselves. We've got a rough, 
rough road ahead. It demands that jobbers and 
suppliers work together to understand each other's 
problems.” 

A team of oil lawyers is attempting to determine 
the legal limitations on further discussion of the 
commercial accounts problem 

Outlook—Unless the lawyers and the Jobber 
Advisory Committee act fast, they could be beaten 
to the punch by NOJC. But if enough facts aren't 
forthcoming, suppliers may interpret this to mean 
that NOJC can’t make a case. Then, as a jobber 
puts it, “We'll be back on the one-yard line.” @ 


This is the third of a three-part series. The first 
(Sept., p116) surveyed the commercial account situa 
tion; the second (Nov., p78&) analyzed some of the 


CaUSES 





‘For God’s sake dow t go to Congress . . . There’s no 


such thing as a little legislation. We have an agency in the 


division of marketing. Let's exhaust this problem in the 


good old American way before we run to the Great White 


Father. Let’s keep our dirty linen to ourselves .. . 


“We've got a rough road ahead, It demands that jobbers 


and suppliers work together to understand each other's 


problems.” 


CHARLES J. GUZZO, Guli Oil Corp 


API Jobber Advisory Committeeman 
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NPN Market Study 





Marketing Upheaval 
in New Mexico 


First in atomic explosions and cliff-dwelling colonies, 


the ‘Land of Enchantment’ ranks near the bottom in total 


population. But an all-out fight for volume and position 


is shaping up in this 350-million gal., $95-million-a-year 


market. Here's what's happening and who's doing it . . . 


OIL MARKETERS in Albuquerque, N. Mex., 
awoke one morning recently to find a small string 
of hamburger stands selling gasoline at coin-op- 
erated pumps. 

This operation hasn’t affected Albuquerque's 
conventional gasoline dispensing establishments 
much, but it illustrates the stormy oil marketing 
situation in the state which calls itself ““The Land 
of Enchantment.” 

Virtually ignored by suppliers for a long time, 
New Mexico is now going through an oil market- 
ing boom. Some see on the horizon a real “dog- 
fight” for volume and position. 

Already, powerful forces are at work: 

e Service stations are mushrooming. In 1954 
the U. S. census counted 1,233 stations in New 
Mexico. One supplier now estimates there are 
2,500 and anticipates 6-7% more annually. (These 
figures may not be strictly comparable. ) 

e Two new refineries have been built primarily 
to serve the New Mexico market. 

e Three products lines have been laid, one 
owned jointly by three suppliers. 

e Several terminals have been built in conjunc- 
tion with the product lines. The two together bring 
back-door delivery to a state long used to distant 
transportation hauls and resulting high markups. 

Company Moves—Oil companies have been 
seething with activity. Here’s what’s happened 
since 1955: 

e Humble Oil has launched a program de- 
signed to blanket the state with its outlets. 

e El Paso Natural Gas Products, a newcomer, 
has a multi-million-dollar program under way to 


By MARVIN REID 
Southwest Editor 
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establish itself as a gasoline marketer, with New 
Mexico one of its main targets 

e Phillips, Texaco and Shamrock can be ex 
pected to become increasingly volume-minded with 
their new 15,000-b/d Amarillo-to-Albuquerque 
products line, due ‘or completion late this year 
along with terminals at Tucumcari and Albuquer 
que. 

e Famariss Oil & Refining, long-time New 
Mexico independent refiner, is now testing a 
branded program and expects, among other things, 
to build 100 stations (see page 87). 

e American Petrofina has entered castern New 
Mexico through the purchase of Panhandle Refin 
ing. It’s now concentrating on moving further west 

probably by buying existing unbranded outlets 

e Bay Petroleum has moved in with a hand 
ful of outlets and is equipped to expand further 

e Oriental Refining, Denver, has recently gone 
into Albuquerque and other spots. This company 
doesn’t have many outlets, but its cut-rate selling 
practices can stir up price disturbances. 

e Bell Oil & Gas, another newcomer, just 
barely has a toe-hold. Bell, it’s said, is having sup 
ply-arrangement problems now but intends having 
a number of New Mexico outlets eventually. 

e Skelly Oil has had some representation in 
the state for some years and would like to become 
more active. It’s having supply troubles too and 
would like to work out a swap-out deal with 


others 


What’s Behind the Stormy Market? 
Most give several reasons, which can be summed 

up in three: the state’s growth, relatively light 

competition until 1955, and undoubtedly some 


(Continued on next page) 
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(Begins on page 81) 
follow-the-leader thinking. The latter reason, some 
say, Should get more credit than the first two. 

At least until 1955, New Mexico could have 
been termed one of the last “virgin territories,” 
from the oil marketer’s point of view. Only three 
major suppliers—Standard Oil of Texas, Con- 
tinental and Texaco—showed much more than a 
passing interest in the state until that year. 

Standard and Texaco, with refineries at El Paso 
(New Mexicans insist El Paso should belong to 
New Mexico rather than Texas), and Continental, 
with two small New Mexico plants, competed with 
independents like Malco, Famariss, McNutt, Pan- 
handle and Shamrock to supply the gasoline sold 
in the state. 

Other majors had stations—like Gulf, Magnolia, 
Phillips, Union, Shell, Skelly and Humble—but 
had to depend principally on the New Mexico and 
E:] Paso refineries to supply them. 

This supply problem held down some companies 
for a long time. Humble, for instance, delayed 
making its statewide move until assured of a sup- 
ply meeting its specifications. 

Then, about the time Humble made its move, 
El Paso Natural Gas Co. bought out McNutt Re- 
fining, formed El Paso Natural Gas Products 
as its marketing subsidiary, and announced plans 
to build two refineries—at Odessa, Tex., and 
Ciniza, N. Mex. Since then the race has been on. 

The Stakes—New Mexico’s taxable gasoline 
volume in 1955 was about 307-million gal. This 
figure climbed to 340-million in 1957 and is ex- 
pected to approach 350-million this year. 

Here are one supplier’s statistics on the way 
the market’s been divided since 1955: 


How the New Mexico Market is Divided 


% of % of % of 
Market Market Market 
Company 1955 1956 1957 
Standard of Texas 19.6 19.8 19.0 
Texaco 12.9 : 12.1 
Continental 10 ‘ 9.6 11.6 
Phillips 8.7 ; 9.7 
Malco 225 : 9.4 
Gulf 5.6 ; 6.2 
Shamrock 
Magnolia 
El Paso 
Famariss 
Sinclair 
Humble 
Panhandle (Petrofina) 
Cosden 
Shell 
Skelly 
Bay 
Union of Calif.” 
Miscellaneous 
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*Union pulled oat of service stations in 1957. 


Some of these figures tell a lot about what may 
be expected to happen in the New Mexico market: 

First, Standard and Texaco showed slight de- 
clines in 1957. Nobody expects these companies, 
considered “leaders,” to divvy up the New Mexico 
market without a fight. 

Next, there are the gains already made by El 
Paso, Humble and Shamrock. These three, along 
with Phillips and possibly American Petrofina, are 
the companies the “old guard” is watching. 

Malco’s decline has helped prevent a_ battle 
royal so far. (The company’s concentrating more 
on jet fuel: sales manager C. A. (Bud) Copple 
feels it holds less headaches and more profit.) 

What does the future hold? 

“Some really tough price wars,” say most mar- 
keters in the state. They also talk of rising real- 
estate prices, a tougher fight to get station help, 
more proselytizing of good jobbers, and possibly 
more “direct selling” among some suppliers. 

Why price wars? Because New Mexico gasoline 
prices have been relatively high historically, a 
throwback to the period of long supply hauls 
and perhaps to relatively light competition. 

“We have prices as high as 38.9¢ gal. for 
regular-grade gasoline in some areas of the state,” 
says one supplier. “Dealers think they have to have 
7¢ and 8¢ margins. It would be nice if they could, 
but competition is going to force prices lower.” 

New Mexico taxes are high (6¢ state, 0.5¢ 
most cities). But even in Albuquerque major 
brand stations were posting 34.9¢ for regular be- 
fore Texaco dropped its tankwagon prices in Sep- 
tember to combat private brand price cutting. 

Jobbers like Tom Ryan, Jr., of Albuquerque 
expect price battles, too, but fear them more than 
the suppliers seem to. Real-estate prices, they point 
out, have skyrocketed. A $10,000 location five 
years ago now costs a minimum of $20,000, with 
most costing $25,000 to $30,000. With the addi- 
tion of a $35,000-$45,000 station, the dealer 
needs a high margin for rent, say jobbers and agents. 

Another factor: Various companies are stepping 
up their station building as they complete products 
lines and refineries. Local marketers expect costs 
and competition for dealers to rise with the tide. 

Then, too, the volume of the average station 
in New Mexico still isn’t too good (one major 
says not over 35% of the stations will top 15,000 
gal. per month), and some say dealers just won't 
be found for 5¢ and 5.5¢ margins. 

New Mexico marketers are hoping their “last 
great frontier,’ as some term it, is growing fast 
enough to keep pace at least with marketing’s 
growth. The state’s population in 1950 was 681,- 
187. It’s projected that the state will have 1.013,- 
800 in 1960. That’s rapid growth—nearly 50% in 
a decade—but still not many people 

The “native” marketers hope the situation won't 
get completely out of hand. But some doubt their 
wishes will come true. 
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El Paso works both sides of street with two brands, aims at major- and private-brand buyers alike 


I: El Paso Natural's Money Talks 


EL PASO Natural Gas Co., a newcomer to the 
oil products marketing field (since 1956), is creat- 
ing quite a stir in Utah, Colorado, Arizona, New 
Mexico and extreme western Texas. Intent on find- 
ing its place in the West’s marketing sun, El Paso 
Natural... 

e Has started a dual-brand station marketing 
program in hopes of capturing a large part of both 
the “major-brand” and “private-brand” volume 
potential in its area. 

e Has spent lots of money (estimates run to 
$78-million), and intends to spend more, to reach 
its goal. 

e Has built two new refineries. 

e Has laid a new Odessa-to-El Paso, Tex., 
six-in. products line, to go along with a shorter 
one from Ciniza, N. Mex., to Durango, Colo. 

e Has launched a bulk plant-to-service station 
training program designed to make merchandisers 
out of its sales force. 

El Paso, wholly-owned subsidiary of El Paso Na- 
tural Gas (a transmission company), will certainly 
have to be reckoned with by others in the West. 

Management says it has averaged 11% of the 
estimated 3-million gal.-per-month volume in its 
marketing area this year. It figures the last quarter 
will show 15% went to El Paso. Its eventual goal 
is much higher—but the company just now isn’t 
saying publicly how much higher. 


How the Station Program Works 

El Pasa got into gasoline marketing in October 
1955 when it bought McNutt Oil & Refining Co 
The purchase included 125 stations owned or leased 
by McNutt and operated under the brand of 
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I: El Paso Natural Gas Products 


“Dixie.” During the next three years, 24 stations 
were built to fly the “El Paso” flag. 

Last August it was decided to put both brands 
in about 124 stations. Some Dixie stations, con 
sidered out-dated, will continue to handle just that 
brand. Management felt that by so doing, it could 
sell both “private” and “major” brand gasoline 
at all stations, reaching all levels of customers 

Competitors say there was another reason. El 
Paso dealers, they claim, were irked because the 
bigger-volume (average 30,000 gal. per month) 
Dixie stations were competing for their volume 
(average about 15,000 or less) 

At the same time that El Paso started dual 
branding, it switched from a policy of “no two 
stations alike” to one of tryine to. standardize 
them. Less expensive Dixie stations have been 
and are being, remodeled. New stations will b« 
more conventional than some in the past, which 
had such features as air-conditioned salesrooms 
with plush furniture 

E| Paso’s dual-brand program ts still in a hybrid 
stage. Most stations sell three grades—100-plus 
octane El Paso “Red Flame,” 9&8-octane Dixie 
“Ethyl,” and &8-octane Dixie “Regular.” But som 
have a fourth grade—98.5-octane El Paso “Bluc 
Flame,” which contains an additive 

Dixie gasolines are priced 1.5¢ to 3¢ gal. below 
the majors, and El Paso “Red Flame” is priced on 
a pal with major-brand super-premium Stations 
with “Blue Flame” generally price it at major 
brand premium levels 

Competitors believe the “Dixie” trademark will 
be dropped as the El Paso brand wins acceptance 
Management says it has no definite plans along 
this line. Regardless of what decision is made later 
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(Begins on page 81) 

the fact remains the stations will have storage, 
pumps, and so forth to handle three to four grades 
of gasoline. 

Since the 124 stations were switched to dual- 
brand, they’re averaging about 25,000 gal.-per- 
month volume, E! Paso reports. The company 
doesn’t intend to build any stations in the future 
that won’t have a potential of at least 20,000 gal. 
per month. 

This dual-brand venture is just one of many 
El Paso activities that have caused competitors to 
wonder. They also point to the money behind the 
company and how it’s being spent on marketing. 

The parent company’s assets exceed $869-mil- 
lion and its income is over $2-million a month, 
according to a recent Business Week article. Most 
of this comes from gas transmission operations 
and oil and gas production. Marketing operations 


a OF Bcf 


ys! 


the New Mexico Market 


Some $3-million has been invested in service 
stations alone (slightly over half of the outlets 
flying El Paso-Dixie colors are believed owned or 
lease-controlled by the company). It’s estimated 
well over $30-million has been invested in re- 
fineries, products lines and terminals. 

“It’s tough to fight an outfit that can fall back 
on a guaranteed 6% profit,” says one major com- 
petitor. “In fact, you are out of the race before you 
even start. There was one case where we valued a 
station site at $25,000 to $30,000. We hear they 
paid over $100,000 for it.” 

This source was talking about the six percent 
gas transmission companies are “allowed” to make 
on their investments. Transmission companies are 
quick to point out the differences in the meaning 
of “guaranteed” and “allowed.” 

Whatever you call it, El Paso is spending 
money, and lots of it. This is necessary, it believes, 


to establish itself in gasoline marketing. As C. 
Blaine McNutt, marketing manager, says: “You 
don’t get into a $25,000 crap game with two-bits 
in your pocket.” 


undoubtedly are subsidized to a large extent. 

The parent company has invested more than 
$75-million in production, refineries, products lines 
and petrochemical plants. Part of these properties 
have been shifted over to El Paso Natural Gas 
Products’ books. 


One El Paso official, however, indicates com- 
petitors are bare on facts when they talk about 





How El Paso Natural 


A PRODUCTS PIPELINE from 
Odessa to El Paso, Tex., is El Paso 
Natural Gas Products Co.’s answer to 
an historically tough supply problem 
in extreme western Texas and New 
Mexico. The 248-mile, 6-in. line can 
be geared to transport 18,000-b/d. 

With the line, a 210,000-bbl. stor- 
age terminal was built in El Paso. 
Ihe terminal is probably one of the 
most strikingly colored plants in the 
country, with its tanks painted various 
pastel shades. 

El Paso had wanted to get into 
marketing in a big way in several 
western states (see page 83) but had 
been stymied by lack of supply in 
western Texas, southern Arizona and 
northern New Mexico. It had to de- 
pend on exchanges and a small Brick- 
land, N. Mex., refinery bought in 1955 
from McNutt Oil & Refining. 

The combination of a new refinery 
in Odessa, the pipeline, and the new 
terminal, now supplies all the com- 
pany’s needs and leaves extra prod- 
ucts for sale or exchange to others. 
It’s designed for anticipated future 
expansion of El Paso marketing. 





MEXICO 





How the Line Is Set Up 





Currently about 4,000 b/d_ of 
products are moving into the El Paso 
terminal. Two pumping stations with 








. . » New 248-mile pipeline from El Paso Natural’s Odessa, Tex., refinery 
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I: El Paso Natural Gas Products 


“El Paso money.” In fact, he indicated the prod- 
ucts company is currently in the capital borrowing 
market. 


How El Paso Gets Supply 


About the same time El Paso acquired McNutt 
on a stock-exchange deal, it also bought (for $1,- 
790,000) two small New Mexico refineries from 
Malco. These two plants at Bloomfield and Prewitt, 
plus McNutt’s at Brickland, are currently being 
studied to “see what we are going to do with them.” 

These refineries, all small and old, apparently 
were purchased with the idea they would supply 
the company’s needs. Quality of products has been 
a problem, however, and it’s possible two and 
maybe all three will be permanently closed. One 
is now temporarily shut down. 

Instead of trying to upgrade these, El Paso 
built two brand-new plants, one at Ciniza, 
N. Mex., and the other at Odessa, Tex. The capa- 
city of each is 7,000 to 9,000 b/d and can be 
expanded to about 13,000 b/d. 


To go with these new refineries, a new 18,000- 
b/d products line was laid from Odessa to El 










Paso, where a striking, new 210,000-bbl. storage 
terminal was constructed (see opposite page). 

El Paso doesn’t talk much about the money it 
spends. What these facilities have cost is any- 
body’s guess. Some who figure such things, how- 
ever, say $30-million may have been spent on the 
refineries alone. 

The Odessa refinery now supplies products to 
western Texas, southern Arizona and southern 
New Mexico. The Ciniza plant supplies northern 
New Mexico, northern Arizona, Utah, Montana 
and Colorado. There’s a short products line run- 
ning from Ciniza to Durango, Colo. 


How El Paso Merchandises 


Most competitors think El Paso has been re- 
latively ineffective until now in its merchandising 
because policies haven’t been well coordinated. 

“They will do one thing this week, then go right 
back and do the opposite next week,” one in- 
dependent supplier says. “It seems they haven't 
been able to make and stick with firm decisions. 
I think one of their troubles has been at the top. 
They started out trying to run marketing with the 














300-hp horizontal centrifugal pumps 
push the products across a chain of 
mountains. Since the line’s elevation 
drops as it goes into El Paso, 1,700 
lbs. of back-pressure has to be main- 
tained at the terminal. 

Products put in the line at Odessa 
are gasoline, kerosine, diesel fuel and 
jet fuel. Future plans include shipping 
LPG through it, also. It takes 7-10 
days for a “batch” of products to 
make the trip. 

Product flow control is maintained 
at the terminal. A  30-day-ahead 
schedule is set up for shipping cer- 
tain amounts of certain products at 
intervals. This schedule can be altered 
any time. A micro-wave radio com- 
munications system keeps the terminal 
in touch with the Odessa refinery. 

lo keep from commingling prod- 
ucts, a constant check is maintained 
on the gravities of fuels coming 
through the line. This is done by elec- 
tronic tape and a special gravity in- 
dicating device. 

Fuel quality is maintained by prop- 
er dispatching in Odessa. A premi- 
um gasoline “batch” will move ahead 
of regular. Before all of the premium 
is out of the line, the switch to the 
regular tanks is made at the terminal. 

When mixing does lower a fuel’s 
quality, it’s put into a “dump” tank 
and upgraded later. 
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With the addition of several more 
pumping stations, the line’s top capa- 
city of 18,000 b/d (or 756,000 gal.) 
can be realized. These stations will be 
added later as needed. 

Besides supplying gasoline and light 
oils for its jobbers and service sta- 
tions, the El Paso line transports jet 
fuel for U. S. Air Force bases in the 
vicinity. The jet fuel’s quality is doubly 
guarded by taking “heart cuts” from 
the center of line runs. 


Here’s the Terminai Setup 


The products terminal is located on 
tract. It has five 24,000- 
bbl., two 20,000-bbI., and two 15,- 
Q00-bbl. storage tanks. In addition, 
there’s warehouse-office building con- 
taining 8,000 sq. ft. of floor space. 
Warehouse storage is used principally 
for lubricating oils and greases. 

More tankage will be added soon 
for LPG. 

The tanks at the terminal are paint- 
ed pink, blue, and various other light 
colors. Engineers say these colors cut 
evaporation losses by reflecting more 
sunlight than dull colors. As a further 
effort to cut evaporation, most tanks 
have “floating” roofs, displacing air 
during filling operations. 

The tank farm is uphill 
from tank car and tank truck loading 
permitting gravity flow load 


a 55-acre 


located 


racks, 





Solved a Tough New Mexico Supply Problem 


ing. A 10,000-gal. tank car can be 
loaded in about 20 minutes. The load- 
ing speed for tank trucks is 600 gal. 
per minute. Four tank cars and four 
transports (or eight tank trucks) can 
be loaded simultaneously. 

El Paso has a fleet of about 25 
tank trucks and transports operating 
out of the terminal. Drivers work on 
schedule, usually telephoning for dis- 
patch instructions from the truck 
loading rack. Completely equipped by 
A. O. Smith, the loading rack has 
temperature gages on each 
device, a safety electrical grounding 
device, 16 recording meters, and a 
driveway sprinkling system for clean 
liness. 

The terminal warehouse is made 
of a light blue material called “Stan 
Steel.” The color is infused in the 
material and is supposed never to re- 
quire repainting. The El Paso ware 
house is one of the first in the western 
part of the country made of this 
material. 

The warehouse serves as a lubricat 


loading 


ing oil and grease storage and ship 


ping facility. TBA, pump mainten 
ance, and other normal warehouse 
requirements are taken care of at 


various Other buildings in El Paso 
Divisional people maintain 

offices in the office part of the ware 

house building & 


sales 
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Standardized EI Paso station may look like this 


(Begins on page 81) 

gas people. Then they brought in some good mar- 
keting men, but maybe those boys at the top still 
won't leave them alone.” 

The El Paso marketing people say they have had 
“growing pains.” But recently they started a train- 
ing course “for everybody” on merchandising; 
they’re attempting to standardize their stations of 
the future; they’re looking for and hiring men 
with marketing backgrounds; and they’re seeking 
a “balanced” jobber-direct operation. 

Ihe one-week training course starts at the sales- 
man level, goes on to the bulk plants and station 
personnel. Above the station level, training is 
mostly on product quality. Station personnel are 
taught fast and courteous driveway selling, station 
management, TBA and lube display, and product 
quality. 

Central training is set up at the company’s head- 
quarters in El Paso. There’s also a team that takes 
the training course to the field. 


Where El Paso’s Going 


While competitors have shaken their heads in 
wonder at some of the El Paso-built stations of 
the past two years, they'll likely see more conven- 
tional ones built in the future. 


Company management has been doing much 
huddling to settle on a standard, uniform design. 
Likely, the El Paso future stations will be equipped 
to handle at least transport dumps; will have one 
to two service bays depending on potential volume; 
will generally be put on lots measuring 150’ by 
150’, and that’s the minimum size; will have single 
canopies (some in the past had three); will be 
equipped to dispense at least three and likely four 
grades of gasoline. 

Competitors claim some of the 24 stations El 
Paso built prior to mid-1958 cost as much as 
$70,000 to $80,000. All El Paso says is that its 
stations in the future are expected to cost $35,000 
to $40,000. 

In upgrading the “Dixie” stations so they can 
fly the El Paso flag, too, the company is putting 
in ceramic-tile restrooms, TBA merchandising dis- 
play facilities and canopies, and is striving gener- 
ally for uniformity 


ti “ sida edna sé 


El Paso is looking for marketing men with 
“know-how,” but claims it isn’t going out and 
“robbing” the sales staffs of other companies. Most 
of those it gets “come to us first.” 

One recent recruit is Don Thurmand, a man with 
several years in Esso Standard’s marketing depart- 
ment. Untitled, he is now working closely with 
C. Blaine McNutt, sales manager and former owner 
of McNutt Refining. El Paso’s marketing depart- 
ment is headed by C. L. Moore, a transfer from 
the transmission company. 

El Paso seeks about a 50-50 controlled-jobber 
type distribution. It sees “security” in controlling 
outlets, but it also sees it can grow faster by get- 
ting jobbers with stations. 

In September there were 63 El Paso jobbers. 
These jobbers are offered station building aid 
through two-party lease agreements, plus most of 
the other benefits major suppliers offer. As for the 
“deals” offered these and other jobbers, Thurmand 
and McNutt say little. 

Competitors say there’s been no uniformity in 
the past. “When they approach one of my boys, 
says one, “they just walk in and ask him to show 
them my deal, so they can see if they can beat it. 
If I don’t watch out, they will beat it. I know 
they have gone over the 3.25¢-3.75¢ margin gen- 
erally considered normal.” 

It’s in advertising and promotion that El Paso 
pulls out all the stops. “West’s Great New Gaso- 
line” is its main ad pitch, flooding radio and TV 
stations with spot commercials—as many as 35-40 
a week in areas like El Paso. Newspapers are used 
often. Two half-hour TV shows were to be spon- 
sored this fall. 

“Free drawings” for prizes like kiddie sports cars, 
IV sets, and other home furnishings are held for 
three or more station openings or for spot pro- 
motion at stations. On individual openings, or in- 
dividual station spot promotion, things like key 
rings and flashlights are given away. 

Credit cards are pushed at station openings and 
promotions. The company has a plastic card that 
can be used to buy either Dixie or El Paso products. 


El Paso has a working agreement with General 
lire & Rubber for its TBA, and D-X Sunray fur- 
nishes most of its motor oils. Future plans mav 
call for its own branded lube products, but they’ll 
probably be manufactured by other companies. 


El Paso management won't say much about its 
future plans. They say they intend to concentrate 
for the time being on building up their represen- 
tation in the portions of states they’re now in: that 
is, where El Paso Natural Gas transmission tines 
are now located. 

If the merger of the Pacific Northwest Pipe 
Line and El Paso Natural Gas is legally validated, 
El Paso would have a transmission line extending 
to the Canadian border. It’s easy to speculate that 
El Paso stations may eventually extend from El 
Paso to Seattle. 
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I1. Shamrock Expands by ‘Staying Alive’ 


SHAMROCK Oil & Gas Corp., in partnership 
with Texaco and Phillips, opened a new 15,000- 
b/d Amarillo-to-Albuquerque products line in No- 
vember. The line marks another step in a “stay 
alive” distribution program started by Shamrock in 
the late 1940's. 

Like other inland refiners, Shamrock has had a 
tough fight the past 5-10 years, extending its 
branded operations to cope with declining demand 
from major supplier customers. 

The new line, along with three older ones, gives 
it products carriers in four directions—north to 
Denver, south to Lubbock, Tex., northeast to the 
Midwest consuming area, and west to the booming 
New Mexico area. 

J. Harold Dunn, Shamrock president, says the 
new line into New Mexico was laid for the same 
purpose as the others—to enable the company to 
distribute economically its branded and unbranded 
products. 

“We didn’t lay the new line to enlarge our mar- 
keting territory,” he says. “We don’t have the re- 
fining facilities to go out there (New Mexico, Ari- 
zona) and set the world on fire. We just want to 
cut our transportation costs.” 

Dunn declines to talk of costs or savings, partly 
because Shamrock is just one-third owner and op- 
erator of the line. It’s believed, however, that haul- 


ing costs from Amarillo to Albuquerque will be cut 
from about $1.80 bbl. (by transport) to 30¢ bbl. 

The line has two terminals, at Tucumcari and 
Albuquerque. The Tucumcari terminal has been in 
operation since earlier this year. 

Shamrock markets products under its name in 
parts of Arizona, Texas, Oklahoma, Kansas, Ne- 
braska, Wyoming, most of Colorado, and virtually 
all of New Mexico. 

Its Denver line (partially owned) has terminals 
at La Junta and Denver, Colo., to serve the Rocky 
Mountain area. Its Lubbock line (also partially 
owned), with a terminal at Lubbock, supplies Texas 
jobbers as far south as Ft. Stockton. 

The company’s fourth line, owned by a subsidi- 
ary, extends from Amarillo to Turpin, Okla., where 
it connects with the Great Lakes Pipe Line System 

At the end of 1957, Shamrock had 87 jobber 
accounts and 586 retail outlets (150 company-built 
and leased) flying its brand. Through these, it sold 
58% of the 3.8-million bbl. of motor fuel produced 
at its 21,000-b/d refinery in °57. Sales this year 
will likely be as good or better, with the branded 
proportion climbing to about 60%. 

Heating oils Shamrock produces are moved 
mainly through the Great Lakes system. Aviation 
gasoline, jet fuel and asphalt are also turned out 
by its refinery. 


11. Famariss—Unbranded to Branded 


A NEW BRAND of gasoline is scheduled for the 
New Mexico, western Texas and eastern Arizona 
area soon. Famariss Oil & Refining, losing its un- 
branded business steadily, plans to go branded. 

The company already has a pilot station at 
Alamogordo, N. Mex., and intends to have at least 
10 stations in by Jan. 1, 1959. Long-range plans 
call for at least 100, all company-built and directly 
controlled. 

Walter Famariss, president, says he intends to 
build a patio-type service station that will be both 
“native” in appearance and conventional. He ex- 
pects to pay $20,000 to $40,000 for mostly neigh- 
borhood locations. Station construction costs, he 
figures, will average $25,000 each. 

To man them, he’s looking for the type of man 
who is “Number Two at J. C. Penney’s.” He will 
offer a combination salary-bonus plan, expecting 
the dealer to make $1,000 or more a month. If 
necessary, he'll underwrite the man he wants. 

Desks in Famariss’s personally-designed stations 
will be hung from the walls. There won't be any 
chairs. “I want every man running. No_ high- 
pressure stuff. Just service, but it’s got to be 
friendly service.” 
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Famariss has good reason for launching a com- 
pletely company-controlled retail setup. Operating 
a 3,000-b/d refinery at Monument, N. Mex., he 
has lost most of his customers—unbranded job- 
bers and others. 

Six of the accounts he lost were men he started 
in business with loans or other help. In building 
stations, he didn’t get lease-backs. None of the 
six was doing under 200,000 gal? a month when 
he switched to another supplier 

“My eventual aim is to sell every gallon of gas 
oline we make through my own company stations,’ 
says Famariss. 

Famariss doesn’t intend now to “fool with TBA, 
His plans are to sell gasoline, motor oils and lubri- 
cants. Why not TBA? “Why should [ put up 
merchandising installations for others,” he answers 
bluntly. 

Currently his “whole company” is working on 
getting the branded program going, and an em- 
ploye contest is being held to pick a brand name 

“We are getting into branded marketing out of 
necessity,” says Famariss. “We think with the right 
type of program, we will find a place for us in 
our marketing area.” 





Net profits take upturn ... What new tax ruling means... New problems 


in public relations ... Jobbers ask ‘fighting grade’... Burner study on 


> The nine-month net income of near- 
ly all major oil companies is down in 
1958 from the same period a year ago 
(see table below). A typical decline 
about 25%. But third-quarter 
profits of most companies ran above 
last year 
SIGNIFICANCE: The third quarter was 
the best quarter this year, encouraging 
some companies to look for good prof- 
its the rest of 1958. 


runs 


> Marketers are affected by the latest 
Internal Revenue ruling on 
expense accounts. Reversing an earlier 
ruling, IRS says a_ taxpayer 
have to itemize business ex- 
penses in his tax returns if he 
a detailed account to his employer. 
SIGNIFICANCE: Self-employed persons 
and those who don’t submit a detailed 
report to their employers must itemize 
expenses. Next year new electronic 
machines will be used to expedite 
checking, with an eye on big expense 
accounts among other things. 


Service 


now 
doesn't 


gives 


>The oil industry has come in for 
some blistering criticism of its public 
relations. A recent issue of Tide mag 
azine, an advertising journal, 
“The major oil companies . . . are 
fast destroying the public confidence 
which they tried so hard to build over 
the years.” 
SIGNIFICANCE: The new Committee on 
Public Affairs will have to woo public 
relations men and advertising execu- 
tives, as well as the general public. 


Says, 


> There'll be five long weekends next 
year because of holidays falling on 
Monday or Friday. 
SIGNIFICANCE: Weekend gasoline con- 
sumption should get a boost in 1959 
if the weather’s good. 


>A substantial number of jobbers 
favor correspondence courses as a 
means of studying management tech- 
niques, recent report issued 
by API. 
SIGNIFICANCE: Marketing associations 
may heed the report by working up 
correspondence courses to supplement 
jobber management institutes. 


SayS a 


>A resolution asking majors for a 
third grade of gasoline, lower priced 
than regular, was passed by the con- 
signment distributors section of the 
North Carolina Oil Jobbers Assn. 
About 75% of the 135 members 
favored the resolution. 

SIGNIFICANCE: Proponents of a “fight- 

ing grade” to combat lower-price inde- 

pendents are speaking louder. 


Fuel oil marketers will get a boost 

in the coming year. API has set up 

a $75,000 fund to promote research 

on a low-cost burner. A consultant 

will be hired to administer the fund. 
SIGNIFICANCE: The fund is viewed as 
a “stop-gap” measure. Efforts to house 
all oil heat promotion under one roof 
will continue. 


>A Southwest major oil company is 
studying ways to educate its employes 
in politics. The company hopes to put 
before them “the full and true story” 
behind political issues without broad- 
casting its aims. One step would be to 
get its employes more active in 
politics at precinct and other levels. 
SIGNIFICANCE: Unlike Gulf’s plan to 
campaign actively in elections (NPN— 
Novy. p77), this company’s approach 
stresses subtlety. But whatever the 
form, the trend is toward more politi- 
cal action by the oil industry. 


Gulf Oil is promoting its premium 
gasoline with a unique ad pitch. Gulf 
is telling customers—via a national 
ad program—to put Gulf Crest in 
their cars every 1,000 miles, even if 
their lower compression engines don’t 
require it as a steady fuel. 
SIGNIFICANCE: A possible side-effect of 
the campaign: Gulf may tap that mar- 
ginal market the motorist who isn’t 
sure what fuel he should use. 


PSocony Mobil Oil Co. is going 
ahead with preparation of another in 
a series of $1 guidebooks (they rate 
hotels, motels and restaurants, and 
give sightseeing tips). This one will 
cover New York State and New Eng- 
land. The first guidebook covered five 
southwestern states, was sold at Mag- 
nolia outlets. 

SIGNIFICANCE: Mobil officials say the 

guidebook was “very successful” in 

building traffic at Magnolia stations. 


Nine-Month Report: Net Profits of Major Companies 


(figures in thousands of dollars) 


Net 
income 
17,474 
10,442 
33,294 
. 227,693 


Company 

Standard (Ohio) 
Standard (Kentucky) 
Continental 
The Texas Co. ... 
Standard (California) 
Phillips 

Standard (Indiana) 
Union Oil of California . 


86,449 
20,830 
204,393 
ev. $ 78,289 


% change 
from nine 

months ‘57 
+ 19.8 
+ 9,2 
— 45 
— 63 
— 113 


Company 
Ohio Oil 
Cities Service 


PUP ieee 
Socony Mobil 
— 22.4 Atlantic 

— 24.1 Imperial 

— 24.7 Sun .. 

— 26.0 
—~ 26.0 


NATIONAL 


Standard (Jersey) 
pA ah —- 33.4 


Tidewater ..,.... 


% change 

from nine 

months ‘57 
— 28.1 
~~ 29.2 
~—~ 30.0 


— 33.8 
— 346 
— 413 
~~ 42.0 
438. 
1105 © 
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THE LIGHTER SIDE 




















“NO—NO BUGS ON THE WINDSHIELD. IT EATS 'EM!” 


THE BRIGHTER SIDE... 


ASHLAND OIL & 


As an independent marketer, you'll find “‘no bugs” in REFINING COMPANY 
your agreement with Ashland Oil & Refining Company. ° 

As the nation’s largest independent supplier of petro- + Home Office: Ashland, Kentucky 
leum products, Ashland Oil understands and respects =! _ atron, itt, 528 Henry Street BUFFALO, N. ¥., 800 
your independence. Here are a few of the benefits you = giiicott square CHICAGO, ILL., 6 N. Michigan Avenue 
get from a working agreement with us: COMCUNMATE, ©... 1408 Fadinieh Recoree Cask Gite 


© You get to do your job without interference. : CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., 
: «8 . : Standard Bic DETROIT, MICH., Dearborn P. 0. Box 
© You get effective merchandising plans and selling tools. aati pasgeteuduers 
f ’ 6025. EVANSVILLE, IND., 2500 Broadway - FINDLAY, 
@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


0., P. 0. Box 210--FREEDOM, PA. LOUISVILLE, KY,, 
1202S. Third Street NASHVILLE, TENN. 5E. Main Street 

PADUCAH, KY.— PITTSBURGH, PA., 711 Shields Bldg 
For complete information on how Ashland’s independ- 
ent marketer sales program can benefit you... . write, 
wire or call us today! 





The Independent Supplier (t Independents 
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One Credit Car 


A UNIVERSAL CREDIT CARD—or something 
like it—is in your marketing future, whether you 
like it or not. 

The consumer is tiring of multiple charge systenis. 
Surveys show he’d prefer one master credit card to 
slim his bulging wallet. He’d like one month-end 
bill to simplify his accounting. 

A universal credit card, valid at a wide range of 
retail outlets, can satisfy him. 

The same surveys indicate that consumers rate 
gasoline No. | on the list of products and services 
they'd like in a universal charge system. 

The Battle—-Two giants are squared off in the 
credit ring: American Express and Diners’ Club. 

The Diners’ Club fostered the idea of universal 
credit eight years ago. Over that period it has dom- 
inated a field of smaller competitors. 

The entry of American Express two months ago 
changed the picture. Smaller companies are folding. 
Diners’ and Amex are bumping heads in fields 
previously considered unlikely credit prospects. 

Affect On Oil—The long range goal of Amex 
and Diners’ is to take over oil company credit. It’s 
necessary to establish a truly universal card. At 
short range, their goal is to promote acceptance of 


RICHARD C. SCHROEDER 
Staff Writer 





American Express and 
Diners’ Club have a 
unique aim. They're 
likely to achieve it. 
Here's how a new credit 
development will affect 
oil—and you 


d for Everything 


their cards at stations, without replacing oil credit 
cards. 

Both are talking intently with marketers. Some 
oil men have approached the companies on their 
own initiative. Diners’ has 3,000 service station and 
garage accounts, including the sprawling Wilshire 
Oil chain (600 outlets) on the West Coast. 

Amex is soliciting dealers of the “Big Three” 
auto makers—Chrysler, Ford and General Motors. 
Amex hopes to make its card good for repairs, 
gasoline and lubes at many of the 32,900 fran- 
chised garages around the country. Amex is talking 
over similar programs with American Motors and 
foreign car dealers. Diners’ is moving in the same 
direction. 

Oil Was First—Nearly 30 years ago oil com- 
panies issued the first widespread consumer credit 
cards, Originally, cards were intended to promote 
brand loyalty. Oil men now know there are other 
benefits: credit customers buy more and _ better 
products. 

Brand loyalty is still important. But free-swinging 
competition has dulled its edge a bit. Nearly 70% 
of credit customers carry more than one oil card. 

Credit is firmly entrenched in oil marketing. But 
it’s expensive. A credit system costs from 0.6¢ to 
1.5¢ per gal. Put it another way: each transaction 
costs from 5¢ to 9¢. Losses are under 1%, but on 


NATIONAL PETROLEUM NEWS * December, 1958 





a volume of $300-million, that’s sizeable. Burgeon- 
ing numbers of card holders force heavy outlays 
for electronic computing and billing equipment. 

In the long run, a universal credit system run 
by an independent is tempting. It can eliminate 
many headaches. In the short run, there are bugs 
to be got rid of. 


Why It Won’t Happen Right Now 

Marketers currently object to the universal credit 
card on two counts: brand loyalty and economics. 

Brand Loyalty—-“There’s only one reason for 
issuing credit cards: to hold customers to our 
brand,” says an East Coast credit manager. 

Credit card companies discount this argument. 
One executive calls brand loyalty “an expensive 
luxury.” He asks, “Is brand identification worth 
the money oil companies lose each year on credit?” 

Another credit executive insists that brand loy- 
alty is a diminishing factor in the market place. 
“The corporate image, not the product, sells,” he 
says. Pointing out that many major dealers find it 
smart to accept all major credit cards, he says, 
“There are better ways to promote brand loyalty— 
through advertising and point-of-sale promotion.” 

Credit men demur. Top management won't buy 
these arguments—not now, at least. 

Economics—Credit card companies charge retail- 
ers a commission for their service. 

The charge varies from 2% to 10% of accounts 
receivable. Diners’ hovers around 7% ; Amex varies 
with the cost of doing business in various fields. 

Dealers are accustomed to free credit service. 
Early this year, Texaco became the first oil company 
to charge dealers for a credit system—a nominal 
0.5% of accounts receivable, up to a maximum of 
$3 per month. No other oil company has followed 
Texaco’s lead, although many charge dealers rent 
for imprinters. 

Under Diners’ and Amex, dealers would pay the 
charge. Conceivably, suppliers might help. But with 
product margins so tight, the prospect of paying 
6% or 7% is not attractive to deaier or supplier. 

Universal cards cost the customer money, too. 
Amex charges $6 for its card, $3 for additional 
cards on the same account. Diners’ charges $5 and 
$2.50. 

The credit card companies see the fee as no 
barrier. A Diners’ Club spokesman says, “People 
appreciate more something they have to pay for, 
and use it more wisely.” 

Time to Digest—Independent credit systems 
themselves are chiefly responsible for their own de- 
lay in entering the petroleum field. When they're 
ready, both companies will undoubtedly talk turkey. 
One major says Diners’ has already indicated it 
might be willing to come down from its 7% fee. 

Right now, both companies need time to digest 
recent gains. Since Amex’ announcement last spring 
that it would challenge Diners’, the two have been 
scrambling feverishly to expand their services and 
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increase the number of card holders. It’s agreed that 
the company with the widest variety of retail services 
will emerge on top. 

In a scant few months, Diners’ has absorbed 
lrip-Charge (a service station billing firm), the Es- 
quire Club (100,000 members) and the Sheraton 
Central Credit Corp. (60,000 paid members, 800,- 
000 courtesy card holders ). 

Even before it officially opened for business on 
Oct. 1, Amex had taken over the Gourmet Club 
(45,000 members), the Universal Travel Card of the 
American Hotel Assn.( 160,000 cards, 4,500 hotels) 

“These boys have grown fast,” says a major credit 
manager. “They need time to consolidate.” Says 
another, “We approached one of the companies, but 
they hadn't settled down enough to know what they 
could offer us.” 


Why It Will Happen Eventually 

Right now, universal card systems are small po 
tatoes to oil credit systems. Diners’ Club expects 
to bill a record $200-million this coming year. But 
several individual oil companies are already in the 
$200-million category. Diners’ and Amex can’t have 
a truly universal card without this market. 

Advantages to Oil Men—Credit is a powertlul 
merchandising tool. 

More and more oil companies are energetically 
soliciting credit accounts. Working through dealers 
and employe organizations, they're keeping the 
number of credit cards growing at a rate of 20% 
to 25% nationwide. From 25% to 30% of retail 
gasoline sales are on credit. Experts look for it to 
hit 70% eventually. 

Nonetheless, credit costs rise steadily. Each time 
a new application is received, oil companies spend 
upwards of $2.50 to check the applicant's standing. 
Losses, generally below 1%, sometimes jump ab- 
normally: one company admits to recent losses of 
5% of total credit business. 

Diners’ and Amex will use these cost factors in 
their sales pitch. But they'll have more subtle argu 
ments, too. A recent motivation study reveals that 
consumers resent the company that sends them bills 
Credit firms will assume that psychological risk 
for a fee. 

Rejecting credit applications is a touchy problem 
independent systems can lift from the shoulders of 
oil credit men. One marketer remarks, “Its bad 
enough to turn down a customer's application, it’s 
worse to turn down your own employe because he’s 
up to his ears in instalment buying.’ 

Finally, the companies may appeal to men like 
the harried marketing executive who sighs, “Maybe 
they can help us oil men get back into the oil 
business.” 

Trends in Credit—There’s a real consumer thirst 
for the universal card 


American Express stewed and fussed for five 


years, finally leaped into the credit field when a 


report from Crossley S-D Surveys showed an “over 





(Begins on page 90) 
whelming” consumer preference for one master 
credit card for all retail purchases. 

Credit cards initially helped travelers and busi- 
nessmen relieve their overstuffed wallets of large 
amounts of cash. Over the years, the cash dwindled, 
but cards proliferated. Now, even the Connecticut 
lurnpike offers a credit card to steady riders. 

What began as a service to business executives 
has caught on with the general public. More than 
15-million credit cards are currently carried by 
Americans. There’s more than $43-billion in con- 
sumer credit outstanding. Service industries alone 
(restaurants, hotels, travel agencies) bill more than 
$2.5-billion annually. 


Long-Range Stumbling Blocks 


In future negotiations, independent credit com- 
panies will face these problems: 

e Lack of experience in small unit transactions; 

e Customer resistance; 

e Differences in oil credit systems; 

e Differences in credit standards and promo- 
tional emphases. 

Volume and Size—Petroleum credit is a high- 
volume, low-unit-amount field. Compared with 
other service lines, retail invoices are small. 

One oil company may process several hundred 
million invoices a year. But the average amount is 
less than $5. In the restaurant and hotel lines, 
where Diners’ and Amex have their chief experi- 
ence, a single ticket is usually much higher. 

An oil credit manager says, “This is such a pid- 
dling field, | shouldn’t think they’d [Amex and 
Diners’] even be interested.” 

But unquestionably, they are interested. The 
doubt in the minds of oil men is this: Do they have 
the equipment and experience to handle such a 
specialized business? 

Amex and Diners’ say they do. Diners’ vice pres- 
ident Matthew Simmons says, “We have the know- 
how and we can run a credit system cheaper than 
the oil companies.” But oil men want proof. 

Customer Education—Will customers accept the 
$5 or $6 fee for a card? Service station customers 


will have to be persuaded; they’ve never paid before. 

The credit customer will have to learn a new 
kind of brand loyalty. A universal credit card won't 
promote branded products. Even more than now, 
the station, the dealer, advertising and promotion 
will be key weapons in the brand battle. 

Different Systems—Most oil companies use em- 
bossed plastic cards and imprinters. A few, like Sun 
Oil, stick with credit checks. Gulf Oil still uses an 
unembossed laminated plastic card. 

Universal cards would require uniformity in re- 
cording credit transactions. Even now, imprinter 
systems differ slightly. 

Credit companies themselves will have to change 
systems. Neither Diners’ nor Amex uses an im- 
printer. Amex is reportedly about to take on the 
Addressograph-Multigraph imprinting system. 

Imprinters will have to be made more efficient to 
handle large credit volumes. At present, customer 
information is automatically recorded, but the 
amount of the sale must be hand-written. This is 
time-consuming and leads to error. 

Addressograph has a new imprinter which auto- 
matically records the amount of the sale. When it 
goes into production next year, it could eliminate 
much hand work, both in the station and the ac- 
counting office. 

Credit Standards—Amex and Diners’ might have 
to compromise their credit standards. Oil companies 
look for stable consumers with the ability to meet 
monthly car expenses. Amex says it wants “the best 
credit risks in the country.” Reportedly, the Diners’ 
Club average member has an income above $5,000 
a year, Amex members above $7,500. 

In promotion philosophy, there might also be a 
deadlock. Amex puts its traditional emphasis on 
long-distance travel. Diners’ promotes its world- 
wide credit service. Oil companies bank on neigh- 
borhood trade near the station. They’d be reluctant 
to let this market be undersold by a more glamorous 
emphasis on tourism. 

Pay the Piper—Dealers may balk at paying a 
commission to independent credit firms, but it’s 
unlikely that oil companies would help. 

The big question for suppliers: How much would 
we be involved in outside credit systems? Early 
negotiations already show that oil companies might 
have to serve as clearing houses. Dealers would 
transmit invoices through suppliers; suppliers would 
transmit payment to dealers. 

“That’s an expensive job,” says a credit manager. 
“If these outfits can’t take it off our hands, why 
should we adopt their systems?” 


There Are Other Possibilities 

The brightest alternative to a universal credit 
card is a universal billing system. 

Current talks between oil men and credit card 
companies center around this possibility. 

The Mechanics — Developments in ultra-high- 
speed electronic computing and billing equipment 
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will enable accounting offices to handle still larger 
volumes of credit invoices. 

The volumes, in fact, may be so high that no 
single oil company could keep its equipment run- 
ning full time. Oil companies have been centralizing 
billing offices to take advantage of increasing ma- 
chine capacity. Even with centralized accounting, 
new machines may be “underworked and overpaid.” 

A credit pool is the answer. One central account- 
ing office could handle transactions for several com- 
panies. It’s not yet clear whether Amex or Diners’ 
would agree to run such a pool. It’s even less certain 
that oil companies could agree among themselves to 
do it. But the trend toward consolidation is evident. 

Here’s how that might work: Each company 
would issue cards printed with its own brand name 
and colors. Embossed on the card would be num- 
bers which were part of a master digital code. All 
invoices would be processed in one central office for 
all companies. 

Package Deal—In any case, it’s doubtful that one 
oil company alone would go along with Amex or 
Diners’. 

Credit men are talking about a “package deal” 
involving a large number of companies. This might 
mean mass acceptance of Amex or Diners’ cards at 
stations, or a credit pool. 


Here’s The Big Picture 


Latest entrants in the race for consumer favor 
include New York’s Chase Manhattan Bank. Chase 
joins five dozen other banks around the country in 
issuing cards, expects to enlist 25,000 retailers and 
2-million consumers in the dense New York area. 
Northwest Orient Airlines is issuing an air travel 
card, the first one requiring no deposit, application 
fee or carrying charge. Hilton Hotels is expanding 
credit services to include restaurants and retail es- 
tablishments. 

Almost forgotten in the Diners’-Amex battle are 
some long-standing credit services. The Universal 
Air Travel Plan is still winging along with 800,000 
card holders, each of whom plunks down $425 for 
his card. American Telephone and Telegraph has 
1.5-million card holders, who ring up an annual 
$80-million phone bill. The Rail Travel Credit 
Agency permits 250,000 members to charge tickets 
and meals on 57 U. S. railroads. 

Squared Off—Diners’ and Amex overshadow the 
others. Diners’ currently bills more than $10-mil- 
lion a month, and predicts a 1959 year-end volume 
of $200-million. Vice president Matthew Simmons 
expects 1-million-plus members by March 1959, 
250,000 from the Sheraton merger. Nearly 20,000 
retailers are in the Diners’ Club fold. 

This summer, Amex president Ralph Reed pre- 
dicted 1-million members by early next year. Ap- 
plications are flowing in at the rate of 10,000 a 
month, and 14,000 retailers are under contract. 

American Express—with its century-old record in 
international finance, 400 branch offices and con- 
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tacts with some 64,000 banks—is taking its credit 
venture seriously. To promote the new system, Reed 
sent 22,000 “personal” letters to business execu- 
tives. Cooperating banks sent letters to 8-million ac 
count holders; Amex mailed 4-million more. 

Rising to the challenge, Diners’ Club expanded 
its advertising, stepped up the pace of direct mail 
solicitation and set up displays in terminals and 
public buildings. 

Machine Developments—Oil industry suppliers 
are racing against time to simplify credit accounting. 

There are two rough spots in the credit process. 
At the point of sale, hand work slows down trans- 
actions, adds to the margin of error. In the billing 
office, sales data must still be transferred manually 
from invoice to punch card or tape. 

Addressograph’s new imprinter could improve 
handling at the island. Farrington Manufacturing 
Co., Addressograph’s chief competitor, will be 
swift to bring out similar machine improvements. 

In the billing office, electronic scanning equip- 
ment is due for renewed emphasis. Farrington’s 
Scandex automatically transfers numbers from print 
ed invoices to punch cards. Several oil companies 
have tested the device. Farrington is reportedly 
working on improvements. Addressograph will soon 
produce its own scanner. 

A still more forward-looking development is be- 
ing talked up in industry circles. It’s the possibility 
of combining the gasoline pump with invoice im 
printing. If this can be worked out, credit will be on 
the road to genuine automation. 

Portents—Services offered by Amex and Diners 
range from restaurants to florists, from liquor to life 
insurance and temporary office help. Even the arts 
are in the act: the American Ballet Theater recently 
signed a Diners’ Club contract. 

rhis is only the beginning. Experts say even the 
present array is too limited to attract the number 
one target—the average consumer. The scope will 
be broadened in the coming year. It’s possible 
for instance, that your wife may one day buy he 
groceries on credit. And your customers may us« 
the same credit card to buy a $1 pair of socks and 
a $10,000 limousine—and of course, 10.8 gal. of 
your gasoline « 


BILLING ‘GAS’ BUYERS IS COSTLY 


IF AND WHEN Amex and Diners’ enter the 
field of consumer gasoline purchases, they can 
expect high bookkeeping costs. 

National Credit Card, Inc., of Portland, Ore., 
offered a universal credit card plan to service 
station dealers in 1952 and assumed all billing, 
collection and bad debt expenses for a flat 
charge of 6%. 

Too many sales tickets for small gasoline 
purchases from too many small station operators 
ran the expense too high and was one of the 
chief factors in the firm’s ultimate downfall. 





New BIG PROFITS 
UNDER THE HOOD! 


\ & 


Earn More Money, Build New Business 


With Graco’s ZOO Car and Motor Wash! 





SPRAYS MOTOR CLEAN IN TEN MINUTES 
Graco’s compact pump kit swirls a powerful detergent 
caked dirt, 
sludge disappear down the drain. Motors 
A Graco 
. acts better too! 


spray over entire motor. In seconds, 
grease, 
come to life! Helps solve vapor locks! 
washed motor looks better . . 


WASHES ENTIRE CAR 

IN LESS THAN 10 MINUTES 
Iravel-stained cars and trucks gleam like new after a 
quick spraying with Graco’s Car Wash. Offer motor 
and car washes, Watch the extra dollars roll in! 
SPEEDS TUNE-UP JOBS TOO! 

Cut down motor tune-up time and effort with Graco’s 
Car and Motor Wash. Attach and detach clean parts 
in a jiffy. 


* Hand Guns 


* Transfer Pumps 


High Pressure Lubricators 
* ATF Units 


* Nozzles 


Bearing Packers 


Gear Lube Dispensers * Couplers 


Swivels * Air Line Equipment 


Hose and Hose Assemblies * Grease Fittings 


Accessories * Valves * Adapters * Overhead Hose Reels 


STATION — DRIVEWAYS — EQUIPMENT 

KEPT GLEAMING LIKE NEW 

Up-grade your station’s appearance. Spic and span 
pumps and driveways help attract more customers. 
With the Graco Wash Kit it’s a cinch to keep your 
station clean and neat. 


Send for complete details or 
call your Graco Wholesaler 


Here’s Your Money-Making 
Graco ‘’200” Car Wash: 


2-1 pressure ratio, non-corrosive brass pump 
40 ft. flexible hose 

High pressure valve with spray nozzle 
Water rinse valve 

Air line coupler with control valve 
Sturdi-Clamp to hold pump in container 
Five lbs. Graco Dirt-Tergent Cleaner 


famot'y @RACO 


GRAY COMPANY, INC. 

1232 Graco Square * Minneapolis 13, Minnesota 
Factory Branches: New York ¢ Philadelphia © Detroit 
hicago ¢ Atlanta ¢ Houston ¢ San Francisco 
Sales Offices: Washington © Toronto 
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Ohio Oil Co.’s red-ear-mufted cartoon character shows how .. . 


Billboards Push Anti-freeze 


RED EAR MUFFS and guaranteed 
anti-freeze service are racking up 
sales for Ohio Oi) Co. this winter. 

The ear muffs are a giveaway tor 
customers who fill up with anti-freeze 
at Marathon stations. The guarantee 
is for season-long anti-freeze per- 
formance—"free refills, if needed.” 

Ohio is plugging the giveaway and 
guarantee in a coordinated media 
campaign, The primary message is 
carried on 800 24-sheet billboards 
Radio and newspapers back up the 
billboards. Newspaper ads feature pic 
tures of Marathon posters. 

In addition, dealers and salesmen 


are sent full-color miniature (5%4 
x 3 in.) billboards each month 

Ohio uses a cartoon approach in its 
printed ads. Cartoons are favorites of 
several oil companies, notably Calso 
with Hy Finn, the average American 
motorist, and Frontier Refining with 
Frontier J. Horse. Ohio’s character, a 
red-ear-muffed motorist, breezes along 
in an open convertible (winters are 
apparently milder in Ohio.) 

The campaign spreads throughout 
the five-state Marathon area—lIllinois, 
Indiana, Ohio, Michigan and Ken- 
tucky. Ohio Oil is a long-time outdoor 
user. Its first posters went up in 1936 


Memos for Merchandising Men.. . 





WOOING WOMEN is an occupation 
traditionally confined to after-business 
hours. But more and more marketers 
are mixing business with pleasure 

Women make up a sizeable portion 
of the service station market, and oil 
men want their trade. 

Cities Service Oil Co. (Del.) took a 
big step in that direction last month 
The company was a sponsor of the 
32nd annual St. Luke’s Hospital fash- 
ion show in Chicago. 

The show is a “must” event on top 
society calendars in the Windy City. 
More than 4,000 grand dames and 
young matrons come to see and be 
seen. 

Cities put $15,000 down on the 
hemline as sponsor this year. The 
$15,000 got more mileage than a for- 
eign car. Cities plugged the show in 
regular product commercials on radio, 
IV and billboards. 

The piece de_ resistance was the 
stage. Gaunt models paraded with mi 
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lady’s newest look around a mocked 
up superhighway cloverleaf. And 
smack in the center was a big green 
and-white Cities Service pylon 


e The foreign car boom has repe! 
cussions in gasoline marketing 

Small cars are establishing them 
selves in the sacrosanct field of the 
Mobilgas Economy Run. General Pe 
troleum, Socony Mobil’s West Coast 
marketing arm, has stamped its recent 
“Mobil Mileage Rally” for small cars 
a success and plans another in °59 

GP confesses it might seem “impol 
itic’ for a gasoline marketer to pro 
mote fuel economy. But a spokesman 
says the company ts simply living with 
the facts of life. Catering to the 
ubiquitous little cars could, in the 
long run, bring an increase in total 
gallonage 

The winning car, 
a Fiat which ripped off a cool 


incidentally, 
miles per gallon 


NEWS 


Now, EXCLUSIVE 
AIR INJECTION 


with 


4 mw Emergency 


SHUT-OFF VALVES 


Only CPV Emergency Shut-Off 
Valves give you full protection 
against the hazards of fire, collision 
or pedestal upset — PLUS a built-in 
air injection port. This exclusive CPV 
feature makes it possible to test the 
entire remote pumping system pneu- 
matically or hydraulically after com- 
plete installation — without breaking 
the line. Valuable time is saved. Re- 
liable safety testing is assured. 

In the event of an emergency — 
the sen- 
sitive valve mechanism stops gaso 


fire, severe shock or shear 


line flow instantly and completely. 
Underground storage and piping are 
protected. Positive valve seating is 
assured by exclusive ‘“Guided-Lift” 
design. 

External resetting or closing of 
valve by hand facilitates inspection 
or maintenance of the dispensing 
unit... and the removable O-ring 
sealed bonnet permits in-place in 
spection of the valve assembly. 

it will pay you to get the full story 
from CPV. Write for Bulletin 96 today. 


COMBINATION PUMP VALVE CO. 
855 Preston Street 
Philadelphia 4, Pennsylvania 


Sold By Reliable Agents tn Principal Cities 





Fuel Oil 


Here Are 9 Ways to Outsell 


Natural gas has outsold oil heat— it’s water under the bridge, say 
many oil-heat promotion groups. Now it's time to talk back to gas 
heat. Here's some ammunition they provide for a head-on assault 


OIL HEAT has the tools to stage a comeback. It’s 
up to heating oil jobbers to get to know these tools 
better and see to it their salesmen understand and 
use them effectively. 

his is where the battle may be won or lost, say 
oil-heat promotion groups. Recent polls show that 
gas heat is making an ever stronger impression on 
the American mind (see page 98), and there’s 
no time to lose. 

Many such groups are working actively to sup- 
ply the sales force with special kits, direct-mail 
enclosures and newspaper advertisements. Some 
are; Boston Better Home Heat Council, Southwest 
Connecticut Better Home Heat Council, Oil-Heat 
Institute of America, and its chapter in Maryland. 

Fake it from them, here are nine talking points 
to use against gas heat: 


i Beware of Gas-Heat ‘Guarantees’ 


Gas utilities, says Boston’s Better Home Heat 
Council, are going so far as to offer “guaranteed” 
estimates of gas-heat costs. 

This sounds like a legal promise, but it’s not, 
says the Boston group. A legal promise must be 
signed by an officer of the company to be binding 
‘A gas salesman’s word,” adds the Boston group, 
“won't do at all.” Few if any guarantees are signed 
by company officers . | 


2 Unmask Gas’‘s Hidden First Costs 


It’s no secret: gas equipment costs less than oil 
equipment. It should. Says a Boston oil man, “It’s 
nothing but an enlarged Bunsen burner.” In con- 
trast, the oil burner is an engineered mechanism. 
It’s a quality product that should cost more. 

A switch to gas heat, says the Boston group, is 
usually accompanied by a mandatory recommenda- 


. nothing but an enlarged Bunsen burner” 


tion for home improvements: storm sash, weather 
stripping, insulation, and more judicious use of 
heat controls. Let your heat prospect figure in the 


ISEE GEORGE 
SWITCHED 
TO GAS: 


“See which is cheaper when completely installed” 


cost of these extras, add them to the price of the 
cheaper gas equipment, and see which is cheaper 
when completely installed. 

lell your oil user who is thinking about going to 
gas that he can cut his oil heat bill, too, if he fol- 
lows gas recommendations for home improvements. 
And point out to him that he’ll be money ahead 
because he won't have to replace his oil heating 
equipment 


3 Oil Costs Less to Operate 


Gas heat, says the Boston group, is making a lot 
of noise about the cost of operating the electric 
motors on oil burners. The truth, they say, is that 
these fractional horsepower motors use about 
$4.50-$5 worth of electricity a year. 

Tell your customers they'll pay much more to 
keep the gas pilot burning, whether the gas burner 
is on or not. The pilot burns 24 hours a day for a 
total of about 720 hours a month. The average 
monthly cost of the pilot is about $1.75. That's 
$15.75 per nine-month heating season. 

Then point out that gas utilities like to see the 
pilot burning all year. It saves them from having 
to send a man around to light it each heating season. 
They recommend a year-round pilot, too, to “keep 
dampness out of the equipment,” which is made 
of lighter metal than oil-fired equipment. Year- 
round pilot cost could run over $21. 

Bring in the fuel-cost angle, showing your pros- 
pect how much the price of oil has gone down in 
the past two years, how much cheaper per unit it 
is now than gas heat. If necessary, point out that the 
fuel bill savings from oil over a period of years 
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Your Gas-Heat Competitors 


will more than offset any price differential in heat- 
ing equipment. 


4 Use Switchover Testimonials 


Southwestern Connecticut Better Home Heat 
Council used this method successfully to show oil 
heat’s economy over gas heat. 

Through a survey, this group dug up a number 
of homeowners who converted from gas heat to 
oil, asked them about their cost and comfort ex- 
periences with gas heat, got their stories signed and 
notarized and backed up with gas-heat bills, and 
then launched a co-operative ad compaign. Various 
ads pictured the converted homeowners and their 
homes, with such kick-off lines as: 

“I was talked into gas by. 

“Our house was never comfortable with gas. . . .” 

“We almost could never afford the payments 
because gas heat cost so much. 

The Southwestern Connecticut group paid home- 
owners a nominal fee of $1 each for thei 
testimonials. 

You don’t necessarily have to advertise these 
testimonials. Just collect the sworn statements and 
keep them handy for effective use in your sales talk. 


5 Show Oil's Safer than Gas 


The Boston group says this is gas heat’s Achilles’ 
heel. It’s been using the safety theme for two years 
now, emphasizing the positive side with such 
themes as, “You know they are safe . with oil 
heat” and “if you love them, protect them . . . with 
oil heat.” 

Tell your prospects combustion is the result of 
(1) fuel, (2) air and (3) heat or a spark to ignite a 
fuel-air mixture. In the case of oil, the only place 
all three can come together is in the combustion 
chamber. 

You can’t say the same for gas. As it leaks into 
a room it’s already mixing with air. Only a spark is 
needed. Just the simple act of turning on the elec 
tric light can do it. 

You can see an oil leak but you can’t see 
gas leak. 

Make the Underwriters Laboratories label on 
your oil burning equipment a safety sales point 
That label shows it’s been tested for safety by 
recognized independent authorities. A gas burner 
will bear the Blue Star seal of the American Gas 
Assn., a trade group of gas interests. 

Tell your prospect both gas and oil work best 
with electric power. Gas hot-water systems need 
power for circulators, gas warm-air systems need 
power for blowers. 

Admit that gas units can be made to work in 
the event of power failure. But then point out that 
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using gas units this way bypasses the built-in safety 
features required of gas units. And remind the 
prospect, says the Boston group, that there’s a good 
chance his gas company will tell him that any 
manual operation is done at his own risk 


6 oil's a Superior Heat Package 


As an oil jobber, you're equipped to sell the 
equipment, install it, fuel it and service it. You have 
a neat package gas can’t touch. Gas utilities don’t 
sell or service the equipment, they only sell the 
fuel. They offer some service in connection with 


% 


3 . 


“You have a neat package gas can’t touch” 


fuel supply, but that’s about all. Somebody else 
does the installation and a third party may have 
to be called in for other service 

Don’t overlook your service contract.When gas 
homeowners have to repair or replace such things 
as circulators, blowers and thermostats, they have 
an extra-cost repair bill 

Gas takes the attitude that with gas heat a 
homeowner doesn’t need a service contract, with 
oil he does. Oil Heat Assn. of Maryland believes 
this so-called weakness of oil is actually a strong 
point 

In its current promotion campaign, OHA says 
“Your oil heat service contract is one bargain you 
can really brag about. This agreement protects you 
against all repair bills. All expenses are on your 
oil-heat dealer. Your burner is kept in perfect con 
dition, insuring efficient operation and minimum 
fuel consumption. As parts wear out they are r 
placed at no extra cost 


7 Gas More Efficient? Nonsense 


Don’t let the gas “efficiency story lose you 
sale. The fact is, modern oil burner units are just 
as efficient as gas units. While AGA likes to claim 
80% efficiency for gas and 57% efficiency for oil, 
the full story is that oil has the edge. Here’s proof 

e American Society of Heating & Air Con 
ditioning Engineers, 1954 Guide, gives both fuels 
a 70-80% efficiency rating 

e University of Illinois, Small Homes Council 
Bulletin G-3.5, May 1953 edition, rates both fuel 


at XO% (Continued on next pace ) 
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Fuel Oil 


(Begins on page 96) 

e California Research Corp. 1956 bulletin, Fuel 
Efficiencies of Oil and Natural Gas for Residential 
Space Heating, puts oil efficiency at 73%, gas at 
69%. 

e Consumers Research Bulletin, Oct. 
gives oil an 80% rating, gas 83.5%. 


1953, 


Leave out AGA’s claim, says the Boston group, 
and the average comes to 78.25% for oil, 78.13% 
for gas 


8 Oil Tank? A Private Well 


Gas boasts having no home storage problem. 
But the Boston and Maryland groups and Ojil-Heat 
Institute of America look at it this way: The oil 
tank is the symbol of oil heat’s dependability. It’s 
your customer’s storage vault. It’s like money in 
the bank. It’s your customer’s own private oil well. 

rhis symbol is reinforced by the storage tanks 
at your bulk plant or terminal. 





Gas-heat users have no such cushion to fall back 
on. If supply anywhere along the pipeline is in- 
terrupted for any reason—low pressure during cold 
spells, explosions along the line, turning the wrong 
valve—it means trouble. Either the house isn’t 
warm enough or there’s no heat at all. 

Oil’s reserve supply is good for weeks, so even 
extreme weather conditions or other emergencies 
have no effect on a homeowner’s comfort. This adds 
up to healthier families, fewer colds, smaller doctor 
bills. 


9 Who Says Gas Is Cleaner? 


A little checking by OHA of Maryland shows 
that oil is second to none in cleanliness. Both gas 
and oil are burned in closed combustion chambers 
that exhaust to outside air. There’s no way for the 
combustion deposits to get on walls, curtains, and 
household fixtures. Grime comes from cooking 
fumes and circulating dust. 


Time’s Running Out: Women Are Going Gas 


WHO WILL DENY that women play an impor- 
tant role in the choice of home heating systems? 
It’s significant that in two recent women’s confer- 
ences, the ladies showed strong preference for gas 
heat. 

This situation emphasizes the importance of 
quick action by oil-heat men to counter natural 
gas’s multi-million dollar promotion program. 

Let’s take a closer look at those two women’s 
conferences and see what might be learned. 

A conference of McCall’s, a_high-circulation 
women’s magazine, brought together 103 com- 
munity leaders from all states. Here’s how they 
voted: 

e 60% tor gas. 

e@ 20% for oil. 

e 10% for other fuels 

. 1O% 

A women’s conference on housing, sponsored by 
the National Assn. of Home Builders and United 
Industry Committee for Housing, assembled about 
8O women delegates. Of the 55 who voted on the 
question of home heating, 53% indicated they 


prefer gas, 22% oil and 25% electricity. 


no preference 


Here’s a tabulation by regions. The first figure 
(in parentheses) represents the number of women 
who answered this question: What fuel do you use 
in your home now? The second figure is the number 
of women answering this question: If you were to 
buy a new home, what fuel would you choose to 
heat it? 


North- Mid- Pa.- South- South Far 

east Atl. Ohio east Central West 

Oil (7)5 (6)4 (4)0 (3)3 (O)0 (2)0 
Gas (4)6 (1)2 (6)3 (6)5 (LO)10 — (6)3 
Electric (O)8 (O)1 (1)5 





*. .. the oil-heat industry has a big job to do” 


While 39% of women voters said they use oil 
now, only 22% said they'd put it in a new home. 
Some 59% said they use gas now, and 53% would 
put it in a new home. 

Obviously, such a small sample cannot be con- 
clusive. But it does indicate a continuing trend to 
gas, even in areas where oil remains in favor. 

Why They Voted This Way—lIn explaining the 
reasons for their preferences, women repeatedly 
used phrases heard in gas heat promotion. This 
shows gas heat advertising is getting results. 

Generally, women said they consider gas cleaner, 
reasonable in cost, safe, and dependable in deliv- 
ery. But two from a big gas-using area said they 
think oil heat is cleaner than gas. 

How Oil Interprets the Vote—Generally, oil 
heat representatives at the conference say they 
were not shocked by the vote preferences. They 
had expected sharp geographical splits. 

But Ralph Becker, managing director of Oil- 
Heat Institute of America, says the vote adds up 
to “additional evidence that the oil heat industry 
has a big job to do in educating and informing 
homeowners and in promoting and selling the ad- 
vantages of oil heat.” © 
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“We put New Gulf Solar Heat in the 
hothouse and raised profits” 


says Foss Sturdy, mgr., Latour Fuel Oil Co., Saranac Lake, N. Y. 


‘‘A HOTHOUSE, with its round-the-clock 
burner operation, is one of the best cus- 
tomers a heating oil dealer can have. That 
is, if you don’t get too many service calls 
cutting your profits. 

“Well, we thought we were doing OK 
when we established a schedule of check- 
ing the equipment only once a month. 

“But along came new Gulf Solar Heat 
and now we check the hothouse burner 
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only twice a year! Even then the installa 
tion requires very little attention.” 
That’s new Gulf Solar Heat for you 
Truly a revolutionary new kind of heating 
oil that burns so clean, it practically elimi 
nates service calls . . . and adds to profits 
Find out how you can run a more prof- 
itable operation with new Gulf Solar Heat. 
Call your nearest Gulf office for complete 
details. No obligation, of course. 


Go one better—Go Gulf 


Enal Oral | eo a 





heating oil 








Smee, 


First of the new Jet Airliners to be fueled by Blackmer pumps is this giant Boeing 707, now making scheduled passenger flights for Pan American from Idlewild Field in New York, 


BLACKMER PUMPS 


.....duel the Jet Airliner | 


To meet the highly specialized fueling require- 
ments of the new jet air age, Blackmer pumps 
are specified by the Allied Aviation Fueling 
Company of New York, first organization to 
serve the commercial jets on a regular basis. 
Shown here is the Blackmer TX-6 truck pump 
that delivers 600 GPM at 50 pounds pressure. 
Mounted on each of two trucks, they provide a 
total fueling rate of 1200 GPM. 










Mr. John H. Eckert, Manager 
of Allied New York Fueling 
Services, says, “This is the 
largest pump capacity ever 
required for civil aircraft. The 
Blackmer pumps have per- 
formed very satisfactorily.” 





Shown above is the underwing fueling opera- 
tion for the Boeing 707, Delivery from each 
Blackmer TX-6 pump is made through two 24%” 
hoses. 


FOR COMPLETE INFORMATION ON BLACKMER 
TRUCK PUMPS, WRITE FOR BULLETIN 200 











ER 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


See Yellow pages for your local sales representative 
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Meet Hy-Test Red, Screen Sta 


Red the “wonder fuel dragon” is the 


Fuel Oil 





r 


sales symbol of Hy-Test 303, a 


treated No. 2 heating oil. He’s being used by Hy-Test 303 Corp., Ruther- 


ford, N. J., as a sales aid for its f 
of a series of filmed commercials avai 


ranchised dealers. Red’s the star 


lable to Hy-Test dealers. 


Memos for Fuel Oil Men... 





e Heating oil men can now get 
some new sales tools to tell the full 
oil-heat story and begin to outsell gas 
heat. 

The tools were developed by 
Coastal Oil Co., independent supplier 
of Newark, N. J., for its dealer ac- 
counts, and are for 
general industry use. 

Up to now, says Coastal, oil heat 
men have not outsold heat 
cause they weren’t thoroughly famil- 
iar with all oil-vs.-gas facts and had 
no effective instructions on how to 
present these facts to consumers con 
vincingly. 

Coastal’s answer is a two-part sales 
kit: 

“Custom Comfort for Your Home” 


being released 


gas be- 


is a color-illustrated sales presentation 
that gives the straight competitive fuel 
story; and “To Outsell 
manual that contains step-by-step in 
structions on how to make the 
out of the presentation 

Single copies of the twin sales aid 


Gas” 18 a 


most 


visual sales 


are available for $14 from Coasial 
Oil Co., 744 Broad St., Newark 
N. J. Special rates on quantity orde: 


e Wisconsin Petroleum Assn. and 
Oil-Heat Institute of Wisconsin have 
merged and will retain the name ol 
the former. Members 
belong to National Oil Jobbers Council 
and OHPs distribution division. Offices 


automatically 


Other Fuel Oil Features in This Issue 


Unifying oil heat’s efforts: readers comment on a plea 


Some money-making ideas for fuel oi 
What’s happening in the associations 
November elections: what they mean 


Nine ‘ways to outsell your gas-heat competitors 


You have to think big to grow big 


Reprints of the feature, “Here Are 


Competitors,’ 


are in Milwaukee and Madison 
Officers will be elected Feb. 9 
page 11 
1 men 15 
19 
to oil men 76 
96 
102 


9 Ways to Outsell Your Gas-Heat 


are available. Quantity discounts may be obtained by writ- 


ing to Reader Service Dept., National Petroleum News, 330 W. 42nd 


St N. Y.36, 8... 
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NOZZLE 
PLUG 


Prevents Spillage 


] 


For Nozzle Tubes 
from I!/," 
to 154"' O.D. 


$1.95 ea. 


Dealer Inquiries 
Solicited 





RICHFILL NOZZLE PLUG CO. 
S. E. C. 39th & Market Sts. 


Philadelphia 4, Pa. 
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For 40 years; Lyden Oil Co., 
Youngstown, Ohio, Amoco jobber, has 
been tough competition in a tough 
market. Here’s why: 


Lyden grows consistently each year. 
Planned expansion, Lyden thinks, 
is a key weapon in the jobber’s fight 
for survival. 

The company plows back a big chunk 
of profits each year into the business. 
That assures tight control of the 
operation. \ 

Lyden is a \‘do-it-yourselfer.”’ 

The company does everything from 
building stations to repairing pumps. 








“You Have to 


Station for station, gimmick for 
gimmick, a jobber has to be com- 
petitive with majors in every way 


HERE’S THE FOUNDATION that jobbers, W. G 
Lyden Sr. and Jr. have laid for their expansion: 

e They have a reputation for fast action on 
real estate deals. Land owners know they can 
make a quick sale if Lyden Oil likes the property. 

e They plow back $150,000 to $200,000 a 
year into expansion. Last year they borrowed only 
$20,000 to build four new stations. 

e They're developing new marketing territories 
and new markets in old territories. A salesman 
works three days a week in the Ashtabula- 
Conneaut area, two counties away. Lyden has 
just landed two big Youngstown firms as lube 
oil accounts. 

e Lyden takes on only modern stations—no 
store-fronts. Says Bill Lyden, Jr.: “A jobber should 
realize there are some places a dealer just can’t 
make money.” 

e The Lydens keep tightening control over their 
operation. Out of 93 stations, they own or hold 
long leases on 69. Any new facilities they own 
“from the ground up.” 

e Their do-it-yourself program gives them a 
free hand in designing new stations and cuts costs 
to the bone. Lyden can build a two-bay four-pump 
station for $20,000, not counting land and equip- 
ment. 

How It Pays Off—Lyden Oil has weathered 
this depressed year strongly, with October the 
best month in its history. 

Youngstown is a steel city. It was—and still 
is—hard-hit by the recession. Retail business is off 
12% to 16%. Lyden’s retail sales are down only 
4% and over-all business is up due to new mar- 
ket development. 





The company’s modern growth record begins 
in 1951, the year Bill Lyden, Sr., bought out the 
w@ his four brothers who co-founded Lyden. 

In”. 952 Lyden moved 750,000 gal. of fuel oil 
and |2-million gal. of gasoline. By 1955 fuel oil 
volume had doubled and gasoline had risen to 
13-million. 

Last year volume topped 20-million gal.—16- 
million in gasoline, 4-million in fuel oil. Lyden also 
moved 200,000 gal. of lube oil and 140,000 Ib. of 
grease. 

Fuel il gains have been registered in the face of 
stiff conipetition from natural gas. Central Youngs- 
town is a solid gas market, so Lyden concentrates 
on outlying suburbs and rural areas. 

More than 90% of Lyden’s gasoline volume is 
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Think Big to Grow Big’ 


at service stations. Standard of Ohio, the state-wide 
leader, is first in Youngstown with 30% of the 
market. Battling for second are Sun Oil Co. and 
Lyden’s Amoco brand. 


Buy, Build and Maintain 

Three companies make up the Lyden complex: 
Lyden Land Co. owns or holds leases on prop- 
erties; Lyden Hauling Co. runs the five-truck 
tanker fleet; Lyden Oil is the marketing arm. 

Truck Stop—Lyden’s prize station is a 500,000 
gal.-a-month truck stop in North Lima. It’s on 
Ohio Route 7, 500 yards from the first interchange 
of the Ohio Turnpike. 

When the Lydens first looked at the site, it was 
“a swamp and a gulley.”’ But they saw possibil- 
ities and snapped it up. 

Lyden then re-sold the property to two former 
marketing employes of a competing oil company. 
They were handpicked for their merchandising 
ability. Lyden financed them “all the way.” 

Lyden crews filled in the land. Bill Lyden, Sr., 
supervised the construction of a modern truck 
stop with restaurant, dormitory, wet and dry ice 
service, propane and full repair facilities. Seven 
diesel and six gasoline pumps were installed. 

Another top station, new and modern, is right 
across the street from a new $6.5-million general 
office building put up recently by Youngstown 
Sheet & Tube Co. Also in the immediate area are 
650 new homes in the $25,000-$30,000 range. 

Pump Repair — Handyman Bill Lyden, Sr., 
maintains a fully equipped pump repair shop. It’s 
staffed by three Tokheim-trained mechanics. One 
is on call around the clock seven days a week. 

Lyden rebuilds old pumps by tearing out the 
guts, overhauling them and putting them in a new 
shell. Rebuilt pumps go into older stations; newer 
sites get submerged pushers. 

Truck Fleet—Lyden hauls its own _ product 
from Amoco’s East Liverpool, Ohio, water ter- 
minal, a distance of about 50 miles. 

Most stations have 10,000-gal. transport-drop 
storage facilities. Lyden’s 100,000-gal. bulk plant 
holds mainly fuel oil. 

The direct-delivery philosophy operates in the 
TBA field, too. Lyden likes to stock dealers with 
tires and batteries twice a year, giving a volume 
discount. Direct delivery here cuts out multiple 
handling in the warehouse. Lyden would like to 
extend the practice: the company has considered 
running van loads of tires from Amoco’s Baltimore 
plant direct to stations. 


Work With Your Supplier 

Lyden Oil has a unique supply agreement with 
Amoco. Lyden buys fuel oil, kerosine, TBA and 
diesel. Amoco consigns gasoline and Jubes 


é 
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Lyden, Sr. Lyden, Jr. 


“We're actually a jobber operation with a con 
signee margin,” says Bill Lyden, Jr. “We own 
everything except a few signs.” Amoco holds 
leases on 15 Lyden stations owned by Lyden 
Land Co. Lyden Oil stations from 
Amoco and re-leases them to dealers. 


leases the 


Pro and Con— The commission arrangement 
frees extra capital for expansion. Lyden mieht 
carry up to $85,000 in accounts receivable under 
a straight jobber deal. Amoco’s gasoline policy is 
C.O.D. 

Moreover, Lyden can pick up kerosine, fuel 
and diesel oil on the open market. The company 
sometimes does that, when the price is right. 

rhere’s a disadvantage, of course. The consignee 
margin is 4%4¢ under the jobber margin. “That's 
awfully big on a volume of 16-million gal.” 

This arrangement is about 10 years old. When 
the current contract expires, Lyden may go the 
straight jobber route, especially since “most of 
our dealers now pay cash.’ 

Mutual Benefit—A change in the supply con 
tract won’t affect the basic Amoco-Lyden_ part 
nership, Lyden says. 

Lyden has a big investment in the Amoco brand 
He’s been promoting it for 30 years. He’s looking 
forward to Amoco’s projected expansion through 
out Ohio. Amoco now stops at Akron. Westward 
growth would enhance the prestige of the brand 
in Youngstown. 

On Amoco’s side, a continuing partnership is a 
good bet. One company official calls Lyden “our 
best jobber.” 


Partnership With Dealers 


Lyden follows two rules in dealer relations 
(1) give dealers the right tools to work with, and 
(2) treat them as part of jobber management 

Good Stations—The dealer’s best tool is a mod 
ern station in a good location. In choosing sites 
Lyden aims for a minimum potential of 2,000 
gal. per month per pump. Most stations do better 
than that. 

Right man —“With all the stations going up to 
day, you have to do something a little different 
Your dealers have to go out and aggressively met 
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(Begins on page 102) 
chandise. Even a modern station won't help a 
poor dealer,” says Lyden. 

Getting dealer applicants is no problem. The 
ups and downs of steel mill work make service 
station life attractive. Lyden concentrates on getting 
the right man. 

He wants no grease monkeys. “The problem is 
not how to grease a car,” he says. “It’s how to 
sell a grease job. You can always hire a lube man.” 
What does Lyden look for in a dealer applicant? 
“A basic desire to merchandise.” 

Financing Him—The right men don’t always 
have money enough to open a service station. 
Lyden has financed dealers “all the way,” but 
prefers a man to have $2,500 to $3,000. There are 
no set rules for pay-back. “You have to let the 
dealer maintain his accustomed style of living.’ 

Training Him—Given the right man in the right 
place, Lyden starts by building sound merchandis- 
ing habits. 

Sales manager George Gremer works closely 
with the Ohio Department of Education in setting 
dealer education courses for Lyden operators. 
Dealer conferences are held at Lyden headquarters. 
An entire top floor of the building is given ove 
to a meeting room and kitchen. Lyden can call in 
all 93 dealers, feed them and hold a meeting. 

No More Salesmen—This year Lyden abolished 
the job of service station salesman. Salesmen be 
came station “supervisors, responsible for raising 
merchandising standards.” 

When a dealer is installed at a station, a super 
visor works along side him until he has mastered 
the operation. Truck drivers take product orders 
from dealers. Supervisors can “crack down because 
they’re no longer obligated for an order.” 

Part of the Family—Lyden stresses the dealer’s 
role for two reasons. “In a market as tight as 
this you have to be sharp to compete. But more 
than that, the dealer handles a yearly volume 
equivalent to that of a small department store. He’s 
really a small jobber. He has to be good.” 

Bill Lyden, Sr., visits each of his 93 dealers at 
least once a year, more if necessary, “to hold their 
hands.” Lyden wants to “work closely, never 
lose touch” with them. 

Lyden is currently urging dealers to participate 
in community activities. “Dealers need a little shove 
to elevate them professionally.” 

As part of the Lyden Oil family, the dealer is 
offered tempting volume price deals on TBA. Lyden 
will finance him on a six-month basis. Dealers 
are also told: “You have an exclusive franchise 
area. No other Amoco dealer will compete with 
you, but you are expected to get out into the 
neighborhood to solicit business.” 


Promoting the Business 


In Lyden’s partnership with dealers, both par 
ties are aggressive merchandisers. 


Lyden spends more than $25,000 a year adver- 
tising in three media: radio, newspapers and out- 
door. Six months a year he buys ad panels on the 
rear of local buses. 

On radio, Lyden sponsors a morning news 
show five days a week, and basketball games of 
Youngstown University, a top-notch small-college 
team. The tab for local Notre Dame football broad- 
casts is picked up by alumnus Bill Lyden, Jr. 

Much of Lyden’s ad copy is locally produced. 
It’s pitched at specific targets: motor oil sales or 
the women’s market, for instance. 

Amoco goes co-op on TBA ads and on two 
spectacular signs in the downtown area. Amoco’s 
premium-slanted national ads also help: Lyden’s 
46% premium ratio towers above competitors’ 
30%. 

Dealer Aids—The nationwide slump in oil sales 
makes Lyden lube conscious. Even though new 
industrial sales will make up for service station 
losses, Lyden isn’t satisfied. 

A motor oil sales incentive campaign this year 
boosted station lube sales 3%. Three years ago, 
Lyden devised a lube followup system using a 
pegboard wall chart. Recently Amoco offered a 
similar system company-wide. 

Dealers are’ encouraged to make appointments 
for lube jobs. In slow periods they're advised to 
call customers and say, “We have the room if you 
have the time.” 

Lyden is one jobber not opposed to ‘trading 
stamps. “It’s going to cost a dealer money to 
promote his business. Stamps are the only promotion 
in which money spent is in direct ratio to sales 
increases.” About half of Lyden’s dealers use 
stamps; sales increases of more than 25% are 
common. To aid dealers, Lyden sets a maximum 
rental. Beyond 250,000 gal. a month, rents do not 
rise, 

The Future—Lyden Oil keeps one eye on the 
business and one eye on Youngstown develop- 
ments. 

Bill Lyden, Sr., is a prime mover in the Greater 
Youngstown Foundation. The group promotes a 
healthier economic climate by encouraging diversi- 
fication of industry. Steel mills employ 40,000 of 
Youngstown’s 170,000-man working force. Re- 
cently the Foundation brought in an aluminum 
plant with 20,000 new jobs. 


In the meantime Lyden stations are expanding 
toward the outer rim of Youngstown—‘away 
from the decaying center of town.” Lyden will 
still pay attention to the central area, but mainly 
in industrial and commercial sales. 


Future emphasis will be on neighborhood sta- 
tions. “That's where the business lies, not on 
super-highways,” says Bill Lyden, Jr. “If a dealer 
is doing a good job, he'll have control over cus- 
tomers’ buying habits. He'll get them before they 
go on the highways. Customers will rely on the 
guy who comes to their door.” « 
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Klein Oil Company System 
Gets High Performance Design — 
plus Minimum Operating Cost! 


Klein Oil Company’s Plymouth, 
Indiana bulk plant was planned for 
profits from “the ground up.” Cof- 
field Supply Company, of South 
Bend, engineered the system to get 
extremely low operating and main- 
tenance costs: here’s how — 


Short-Run Piping Cuts Losses 
The storage facilities consist of two 
15,000 and two 20,000 gallon, 
above-ground, tanks. The critical fuel 
handling operation was accomplished 
by using four 3” Marlow, self-prim- 
ing, pumps. The 3” piping system 
was laid out using minimum lengths 
of line, elbows and valves to hold 
friction losses to a minimum. This 
increased efficiency and cut power 
requirements. 


Double-Duty Pumps Used 
Because Marlow self-priming, pumps 
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are used in this installation, the same 
pumps that are used to load retail 
delivery trucks are also used to un- 
load transports! While the loading 
rate is 160 G.P.M., transports are 
unloaded and stripped of all fuel at 
200 gallons per minute. Double-duty 
Marlows reduce original installation 
costs. 


Low Maintenance Costs Anticipated 


These dependable units maintain full 
factory efficiency over the entire life 
of the pumps...there’s no metal-to- 
metal contact and no parts to wear 
out. Years of trouble-free service are 
built into every Marlow Pump. 
Marlow builds a complete line of 
pumps for every petroleum market- 
ing need. For complete information, 
write today for bulletin PM-06 and 
the name of your Marlow equipment 
distributor. 
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New Ideas in Stations 








Glare-free lighting draws heavy night-time trade at new station 


Colored: porcelain enamel front 


Sinclair Takes 


A FISTFUL OF NEW IDEAS are on display at 
Sinclair Refining’s new Riverside, Conn., station: 

An island merchandising building, topped by a 
modernistic V-shaped canopy, ushers in a fresh 
concept of station selling. 

The building is a “station within a station.” The 
island contains everything for impulse sales: display 
racks for TBA and oil, a credit card imprinter, 
gasoline pumps, air and water service. There’s room 
for a cash register if the dealer wants it. 

The pumps themselves are new. They're low 
(54”) with a wide TV face. Designed jointly by 
Sinclair, Donald Deskey (Sinclair’s design consult- 
ant) and the Bennett Pump Division of John Wood 
Co., they went on the open market right after the 
Riverside station opening. 

Drive-through bays have a wash stall, with an 
automatic washing device, and three different kinds 
of lifts to suit all cars—including a frame contact 
lift for the small foreign breed. 

Vitricon walls assure cleanliness in the lube bays. 
Vitricon is a plastic material sprayed over cinder 
block. It washes easily, doesn’t stain. Rest room ‘ 
walls have the same covering. 

A ceiling-mounted oil burner and furnace ties 
into the station’s hot air heating system. 





Island building creates station-within-station 


Lockers for employes are contained in an interior 
storeroom. The lessee dealer carries a full line of 
TBA and may take on light repair and tuneup. 

A garbage enclosure made of cinder blocks is 
tucked into an inconspicuous rear corner of the 
oversized (140x113-ft.) corner lot. 

Lighting is bright and glare-free. On each of the 
three islands, fluorescent strip lighting under cor- 
rugated Fiberglas gives off 100 foot-candles at 
candles at ground level. 





ustel display counters brighten sales room Seven VHO (very-high-output) fluorescent per- 
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emphasizes modern lines. Note bays in rear Drive-through bays have wash rack, three lifts 


A Fresh Approach to Design 


imeter lights keep station brilliance above 15 foot- 
candles even in the darkest corners. 

Modernistic display counters are splashed with 
color, complementing the red and green porcelain 
enamel building front. The counters were especially 
designed for the station but may be reproduced 
in future Sinclair outlets. 

A sheltered vending machine alcove adjoins the 
salesroom. The machines were designed to meet 
Sinclair color and shape specifications. 

A new credit card embossing machine, designed 
by Addressograph-Multigraph Co. was on display at 
the station opening. The machine bangs data onto 
a plastic credit card, tips it with indelible ink and 
records the information for later use in making a 
permanent metal plate for the accounting office. 
Cost: about $2,800. 


Sinclair’s Aim—The Riverside station is testing 
new concepts in station design. If it pans out, Sin- 
clair will build more. 


The basic idea can be adapted to smaller, lower- 
cost stations. This station has four stalls in its lube 
bays. A prototype in Mobile, Ala., has only two. 

Under test also is Sinclair’s experimental identi- 
fication sign, a “keystone” with three checks, de- 
signed by Deskey. It’s been up at test sites for two 
and a half years, and may get final approval o1 
rejection in Riverside. Two dozen top Sinclair ex- 
ecutives live within shouting distance. 

The Boston Post Road (U.S. Route 1) passes the 
station, but the dealer isn’t looking for transient 
business; the new parallel Connecticut Turnpike 
will syphon off much of that. Instead, he'll promote 
pick-up and delivery service and may make night 
lube appointments to keep things humming. 

Finally, Sinclair will be pondering whether to 
open more stations in Connecticut. This is the com 
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pany’s first New England fling in recent years. Rich 
field Oil Corp. of New York, a wholly-owned sub 
sidiary, covers the six-state area. 

The Background—The Riverside station is a Sin 
clair modification of an earlier “all-Deskey” design 
in Mobile, Ala. 

Iwo years ago, Mobile district officials picked up 
a choice marketing corner. They suggested special 
development for the site. Sinclair gave Deskey a 
free hand. Result: a bright-colored station with con 
cealed lube bays and broad merchandising display 
areas out front. 

After several months of study, Sinclair engineers 
expanded the proportions (the Riverside station is 
30% larger), detached the canopy, and redesigned 
the lighting. The bright-colored porcelain enamel 
panels in front were retained; the Bennett TV pump 
became standard equipment 

The station pumped 18,000 gal. in five and a 
half days of operation before opening day. Even if 
further changes are made, it’s certain many of the 
features will be permanently adopted by Sinclair. 


New Ideas in Stations 


ARE YOU BREWING something radical in 
station design? We'd like to hear from you 
Each month NPN will publish reports of one 
or two stations featuring new designs, merchand 
ising techniques or sales promotion ideas. Oil 
marketers are eager to share views with you 
Jobbers, consignees, independents, majors—all 
are welcome to send a picture and brief descrip 
tion of new station to: The Iditor, NATIONAI 
PETROLEUM News, 330 West 42nd St., New 
York 36, N.Y 





Tires—Batteries—Accessories 





en 


To keep balance between ample and obsolescent stocks, you need efficient storage and accurate records 


How to Make Money on Accessories 


You need two basics: good sales volume and tight inventory control. 
Here are some vital tips on how to get them 


THERE'S A HEALTHY PROFIT in 
accessories for both the supplying oil 
company and its dealers. The public’s 
demand for your line is established: 
oil companies long ago gave up TBA 
pioneering. 

Selling TBA items at service sta- 
tions is a natural. Your retail outlets 
have frequent and repeated contact 
with car owners. That's just why TBA 
selling got started at stations. 

But to build profits you must have 
substantial sales volume. Oil com- 
panies were quick to understand this. 
he other profit builder, tight inven- 
tory control, is harder to come by: 
oil marketers savvy selling but not 
necessarily warehousing. 


How to Build Sales Volume 


There are two major aspects of 
selling to dealers. First, you’ve got 
to get your dealer to stock your line. 
Second, you must help him put out 
a real sales effort. 

Getting Your Line In—With many 
dealers, this job has to be done over 
and over again. They fall easy prey 
to the pitch of every automotive job- 
ber and wagon peddler who stops at 
their doors. 


By FRANK C, STURTEVANT 
IBA Editor 
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Once in a while a dealer catches on 
to the futility of trying to get rich as 
a purchasing agent. If so, get him to 
stick with your line as a matter of 
policy, and then he'll reorder to re- 
plenish his stock almost automatically. 

Next you can urge him to look for 
more accessory sales so he’ll need to 
carry a larger stock and reorder from 
you in larger quantities. 

Many TBA men say that if you 
get a really full stock of your ac- 
cessories on the dealer’s shelves, he'll 
have to get busy and sell the stuff to 
get his money out of it. You have to 
concede there’s a certain amount of 
sense in that reasoning. A dealer can’t 
help but be conscious of a big in- 
ventory of any kind of merchandise. 
He sees it every day, and when he 
pays the bill he’s doubly aware of it. 

To tempt a dealer to stock up, oil 
companies have found that special 
seasonal deals are very attractive to 
practically all station operators. Var- 
ious kinds of inducements involving 
volume discounts, deferred billing, 
premiums and so on, help to get your 
line in and keep the other fellow out. 

Boosting His Sales—You're over a 
big hump when you get the dealer 
stocked up with your line; and in 
view of the complex functions de- 
manded of oil company sales organ- 


izations, that’s no mean accomplish- 
ment. But don’t stop there. 

The true market for accessories is 
far larger than most dealers believe 
it is. They have no good way of esti- 
mating how much their market should 
absorb. About three-fourths of them 
do no more than supply what the car 
owner asks for, making only a mini- 
mum effort to look for other acces- 
sory needs. 

If you want to get more of your 
dealers into the big-volume class, you 
must Overcome two major obstacles: 

e Your dealers may not know 
enough about the product itself to sell 
it with confidence, or how to install it. 
This can be cured with information, 
most of which is down in print some- 
where. The more you help your 
dealers understand the accessory line, 
the more they'll be inclined to sell. 

@e Maybe your dealers are afraid 
their customers will resent any sug- 
gestion that adds to the size of the 
bill. For this, there’s no easy answer. 

Few dealers will argue the point 
when you explain that the car Owner 
appreciates being told when it’s time 
for a filter change or new spark 
plugs, when his fan belt’s cracked, 
when his tail light’s out or his muffler 
leaks, or when any other accessories 
need replacement. But don’t think be- 
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Full stocks make dealers try harder. 


cause a dealer agrees with you out- 
wardly he really believes it. 

Silent opposition is hard to combat, 
but it’s worthwhile. Whatever you do 
to clear away that mental fog will in- 
spire more dealers to look for neg- 
lected sales opportunities. Every year 
countless motorists fail to buy some- 
thing that would improve car opera- 
tion or add to driving convenience, 
just because no one suggested it. 

From those lost sales can come 
the volume you and your dealers need 
for profitable accessory business. 


How to Control Inventory 


You'll make more money if you 
turn over your stock of merchandise 
with reasonable frequency. Oil mar- 
keting men dont always _ think 
of themselves as merchants, but mer- 
chants they are whether they like it 
or not. That means the merchandise 
inventory, whether at the station or 
warehouse, continuous atten- 
tion. 

The accessory 


needs 


inventory, because 
it involves many little items, is too 
often ignored on the theory that at 
most only small losses can occur. But 
slow moving or obsolete accessories 
have an insidious way of multiplying 
and exerting a drag on turnover. 
As a merchant, you're going to 
get stuck with some unsalable mer- 
chandise. Both you and your dealers 
can and should study all the sales 
flow figures available and try to gear 
your buying to shifting demand and 
to size and model changes. But with 
accessories as with tires and batteries, 
you can only do an approximate job. 
Generally it’s more profitable to 
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take some risks of Overstocking. For 
the warehouse or _ service station, 
there’s nothing so paralyzing to sales 
effort as a chronic “out of stock” 
condition. So you might as well ac- 
cept the fact that you’re never going 
to come out even at all times and on 
all classes of accessories. 

Get Rid of Dead Stock—tThe im- 
portant thing for you and your dealers 
is to get rid of the dead stock. The 
worst thing you can do is to push it 
back on the shelf and continue to 
carry it as an asset. If it can’t be 
returned to the manufacturer, try to 
move it by chopping the price, or 
salvage what you can out of it as junk 

but get rid of it. 

To keep a balance between a stock 
that’s adequate to take care of orders 
and one that’s lopsided with obsoles- 
more than 
judgment, you also need efficient stor- 
age facilities and accurate inventory 


cence you need good 


records. 

At the service station, this requires 
diligence more than anything else. This 
same diligence will help protect the 
dealer against theft and carelessness. 

Reduce Damage— Rapid turnover of 
warehouse stock means a_ constant 
movement of goods in and out. Since 
tires and batteries make up the big- 
gest weight and bulk, they should 
dominate the warehouse layout. Too 
often, though, the less conspicuous 
accessories may be roughly handled 
or given only grudging attention 

Damage to both cartons and con- 
tents can lessen the salability of ac 
cessories and run up the scrap loss 
Broken shipping cartons invite theft 
Disorderly piles of small items are 
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Remind them: “You can’t sell it if you don’t have it” 


hard to count and lead to errors in 
inventory records. You'll always have 
creep into inventory 
records, and from time to time 
you need to adjust the stock record 
to agree with the physical inventory. 
Too many large adjustments eat into 
accessory profits 

Consider Direct Shipments——One 
way to duck warehouse problems is to 


some errors 


ship direct. In recent years there has 
been a marked rise in both tire and 
battery shipments direct from factor 
ies to dealers. This has been due in 
part to the slowly increasing number 
of dealers doing a large volume of 
IBA business. It’s also a result of 
more study devoted to TBA distribu 
tion costs 

While there are fewer opportunities 
for shipping accessories direct from 
the manufacturer, its profitable to 
look for them. 
be ordering some of the big volume 


Larger dealers may 
accessory items in large enough lots 
to warrant direct shipment 

One road to direct shipments is to 
line up so-called “key dealers” who 
can carry small wholesale stocks for 
nearby smaller dealers to draw on 
And of course, under a commission 
contract with a rubber company for 
all TBA, you leave the distribution 
to your rubber company supplier 

Whatever you do 
don’t 


about your 
own program, forget your 
dealer needs your help on how to buy 
accessories, how to sell and _ install 
accessories. and how to control his 


When your 


doing a profitable acces 


accessory inventory 
dealers are 
SOTY business you ve got something to 


build on a 





universal joint action 


HOSE 
SWIVELS 





twisting 
kinking 
tension 


short shank type 
for use on all 
conventional 
nozzles 


long shank type 
for use on all 
automatic 
shut-off nozzles 


OPW Hose Swivels make gas 
tank fill-pipes easier to reach, 
hose much easier to handle, pre- 
vent or reduce tension damage to 
hose caused by “stretching” to 
reach fill-pipes of cars not close 
enough to gas pump. 


Get Bulletin F-43 today. 
opw CORPORATION 


2735 COLERAIN AVE. 
CINCINNATI 25, OHIO 
Kirby 1-5400 
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What’s New in TBA 





New Gould Batteries 


GOULD-NATIONAL Batteries, Inc., 
St. Paul, Minn., has introduced a new 
line of National batteries. 

rhe line has been simplified to one 
price level in some groups and no 
more than three in any group. As a 
result, a selection of only eight mod- 
els allows dealers to fit 95% of all 
cars on the road. : 

Three price levels are offered in the 
6-volt group 1, 2L, 2 and 2E; two 
price levels in the 6-volt group 2N, 
the 12-volt group 3EE, 60K, 24S and 


Gasoline container 


called a Blitz Safety Type Can is 
said to meet the rigid standards of 
most fire control agencies. Heavy duty 
springs hold the gasketed, leakproof cap 
firmly in position when can is not in 
use. Can Is vented for easy pouring. 
Made by Edward Can Co., 6260 N. 
Northwest Hiway, Chicago 31, Ill. 


Storage can 


for gasoline, with 2'2-gal. capacity. 
g \ £ , 


Made of heavy-gage steel instead of tin- 
plate, has 2'%-in. filling aperture and 
7-in. flexible pouring spout with built-in 
strainer. Offered by Central Can Co., 
2415 W. 19th St., Chicago 8, Ill. for 
resale to users of power mowers, out- 
board motors and other small engines. 


27SH; and a single price level for the 
balance. 

Battery cases on the new _ line 
have a two-tone painted finish with a 
blue body and white caps and letter- 
ing. 

Silver cobalt treated plates have 
a low antimony content, are said to 
give these batteries unusually long 
shelf life and better enable them to 
withstand overcharging. Gould says 
these are the fastest starting, longest 
lasting batteries it has ever built. 


Brake cylinder cups 


. made with a new, high heat resist- 
ing compound are now being produced 
by the Thermoid Co., 200 Whitehead 
Rd., Trenton 6, N. J. An assortment 
of 102 cups covers all popular passenger 
cars and many light trucks. Index on 
plastic container lid shows correct cup 
size for any installation. 


Contact sets 


called “Power Points” consist of 
pre-assembled and_ pre-aligned contact 
points designed by Auto-Lite. Replace- 
ment time is said to be 50% less be- 
cause no point alignment is necessary 
during installation. Nylon arm and rub- 
bing block are said to last longer, cut 
electrical loss and point wear. 


“<> BRAKE SERVICE D 


Repair kit 


for hydraulic brake master and 
wheel cylinders is offered by the Brake 
Division, Lisle Corp., Clarinda, Iowa. 
An introductory package includes an 
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WITH THE Ts Dees’ SYSTEM 


Whatever marketing system you prefer — 1-grade, 
ee, [a e a er 2-grade, or 3-grade — the M.O.S.T. System offers 
you Maximum Opportunity for Sales and Turnover 


However, you can enjoy all 3-grade merchan 


£ s 
dising with only 12 batteries, serve all your cus 
market! I] with tomers with a smaller inventory than ever before 
ses For example: 


Oo 


PREMIUM ... about 25°, of your customers are 


co] 
{ high quality buyers and you serve them with just 
4 “Premium” M.O.S.T. batteries. 
a DELUXE... another 66°7, are medium quality 


buyers — served with just 4 “Deluxe” M.O.S.T 
batteries 

SPECIAL about 10°95 are economy minded 
buyers — served with just 4 “Special” M.O.S.'1 
batteries 

So, with the M.O.S.T. System you serve all 
buyers with just 12 batteries. Your M.O.S.T. in 
vestment is low — inventory compact with loads 
of trade-up eye-and-buy appeal — your turn-over 
is fast and complete with 100° sales opportunity 
for you. 


. . a 
4 Premium batteries ...for Premium marketing, AABM Globe Globe Globe 
Spinning Power | Spinning Power | Spinning Power 


Group Size 
(4 M.O.S.T. batteries replace 14 conventional sizes). (In each grade) PREMIUM DELUXE SPECIAL 
6-volt 
1M 1M-100 1M-75 1M-50 
2M 
2L--2N 2N-100 2N-75 2N-50 
2HF-—3N 
2E—3NR 


12-volt 
27SH—24S 2458-60 


3EE—60K 
28N-—-32N 28N-60 



































How it's Done 

Unique design is the key to the M.O.S.T. System 
Plus 4 Deluxe batteries a SURE-LOK channels, plus SURE GRIP Hold Downs 
ae in battery's GRIP-RIDGE, fit any M.O.S.T. battery 
market, (8 M.O.S.T. batteries replace 28 conventional sizes) into any size battery carrier—solidly, rigidly, superior 
to original equipment. Unitized-cover cases give broader 
power range. Unit packaging of dry-charged batteries 
permit serving up factory-fresh power without delay 

waste, measuring or guesswork 


For further details on the M.O.S.T. System for greater sales and 
profits, write Globe-Union today. Ask for bulletin G-100 


SPINNING POW,, 


SPLIT-secoND STARTING 


Plus 4 Special batteries tor Pvenivm,cetxe ond ~=©9GLOBE-UNIOM INC. 


Special (economy) marketing, (12 M.O.S.T. batteries replace MILWAUKEE 1. WISCONSIN 
42 conventional sizes). 


If it's Petroleum-powered there’s a GLOBE-BUILT BATTERY right from the start! 
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#1. Escaping vapors 
at ground level 


ELIMINATES THE HAZARDS OF >. Cveriows 


Blowbacks 


UBMERGED 


TIGHT - FILL 


hor underground storage 


OPW’s Submerged Tight-Fill quick coupling action and fool- 
proof seal meet every requirement for maximum protection 


and reduced delivery time to underground storage tanks. 


No. 61-AS ‘ rae ae ; 
ADAPTOR No delays, no fitting, no positioning necessary. Just lift man- 


hole cover, remove Fill Cap and snap-lock Elbow onto Adaptor 
for a faster, safer, more completely controlled delivery. 


Elbow is sturdily cast of hi-tensile aluminum alloy for mini- 
mum weight and ease of handling. Sight glasses in body enable 
operator to identify product and check flow during filling 
operation; warns against disconnection of Elbow while product 
remains in fill line after filling has been completed . . . a pri- 
mary safety check which reduces product loss and increases 
safety. Equipped with a special “O” ring seal, Elbow operates 
freely under perfectly tight seal. Clean, obstruction- free con- 
struction guarantees years of trouble-free service. 


FREE Bulletin F-16-R shows typical manhole installations, 
functional features of the Submerged Tight-Fill and installa- 
tion highlights, 


‘without submerged tube, up to 25% 


OW CORPORATION 


2735 COLERAIN AVE. 7 CINCINNATI 25, OHIO e Kirby 1-5400 
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TBA 


assortment of kits, a $7.50 brake hone 
and a $4.00 steel parts cabinet. Assort- 
ment includes 28 wheel cylinder kits 
and 10 master cylinder kits for the most 
popular cars. 


TBA Suppliers... 








inois 


Heyer oscilloscopes in a combination 
unit called an Atlas Motor Analyzer 
have been installed in a few Humble 
stations. Humble is making a six months’ 
study of the impact of tuneup service 
on station profits. 


> 
“Halite’s quicker and saves your tic- 
ker” is the catch phrase for this year’s 
newspaper cartoon ads on behalf of 
Sterling Halite Melting Crystals. Inter- 
national Salt Co. is promoting Sterling 
Halite in 10, 25 and 100-lb. white paper 
bags (printed in red and blue) both as 
a resale item for setvice stations and 
as a handy product to have on hand for 
clearing station driveways of ice and 
packed snow 


¥ 


The Newest, Most Important 


Development in 
Service Station Lighting! 


‘ 


4 
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TBA People... 
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W. E. Crouch, 
formerly of Skelly 
Oil Co., is now 
manager of the au 
tomotive and allied 
products depart 
ment of United 
States Rubber Co. 
He will be respon- 
sible for merchan- 
dising programs 
and sales promo- 
tion activities for 
batteries, accesso- 
ries and antifreeze. Crouch holds a 
bachelor of science degree in marketing 
from Tulsa University. He was an Army 
Air Corps pilot in World War II and 
served briefly as a commercial pilot for 
Pan American World Airways. He joined 
Skelly as assistant TBA manager in 
1950. 


1800 N. Spaulding Avenue « Chicago 47, III 


COMPCO 
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Crouch 


Descriptive Literature ! 


E. W. Rayburn has been named man 
ager of district sales for Dayton Rubber 
Co. Rayburn started with Dayton in 
1927 as a tire salesman in Texas and 
has recently held a series of posts as 
branch manager. In his new capacity he 
will supervise all sales, service and 
general operating activities of branches 
and field sales units 











for 


Cantilever Lights 


For POWER-GROOVE or V.H.O. Lamps 


Write 


07 ©] | ad OF @ 


Albert F. Guill has been made west 
ern field representative for the Com- 
mercial Solvents market development 
department. He has been with Com 
mercial Solvents since 1954 as chief 
chemist of the Terre Haute laboratories, 
and before that was associated with 
Cutter Laboratories. His headquarters 
will be at the Los Angeles district office, 
5052 E. Slauson Ave. 
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made of weatherproof, anodized aluminum 


Anodized aluminum construction for positive protection 
against corrosion . 10% cooler operation than con- 
ventional fixtures, assuring full ballast life . . . specially 
designed for very high output lamps these are but a 
few of the outstanding features of the new Revere 9700 
Series Fluorescent Island Lighter. 


Anodized aluminum provides high resistance to the 
effects of weather, Precision die-castings and aluminum 


extrusions are used throughout. Rot-proof, weather tight 
vinyl plastic gasketing between all glass, door frames 
and light chambers assures long life with minimum 
maintenance. Piano-hinge doors remove easily, making 
2-man installation a simple job. 

Revere Island Lighters are made in 6 and 8-foot 
lengths, can be easily joined in any combination. They 
come completely wired, ready to mount on any pole. 





Uses VHO or SHO Lamps... 


Revere Island Lighter uses 4 VHO or SHO lamps, giving about 
10% more light than 6 HO lamps. Light chambers are tilted at 
20° angle for attractiveness and efficient light distribution. Has 
provision for mounting cluster lights in top of center channel. 


For full information, 
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Operates Cooler... 


Separate compartments for lamps and transformers allows air 
circulation, dissipates transformer heat for cooler, more efficient 
operation and longer life. Luminaires combine easily by removing 
end plates and bolting units together. 


write for Bulletin 300-16A 


OUTDOOR LIGHTING 
Revere Electric Mfg. Co. 
Long Distance Phone: Nl les 7-6060 ¢ Chicago Phone: SPring 4-1200 ¢ Telegrams: WUX Niles 


In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


7420 Lehigh Avenue ¢ Chicago 48, Illinois (In suburban Niles) 
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Equipment 


Jet Age: A Fueling Challenge 


Jet airliners begin regular 
passenger service this month. 
They're causing a revolution 

in aircraft refueling. Radical 
equipment changes have already 
been made, more are on the way. 
Here's the situation today 


OFFICIALLY jet travel got under way this year 
with the first regularly scheduled flights by Pan 
American, BOAC and National airlines—but 1960 
is expected to be the big year. 

Changes described as “revolutionary” have al- 
ready been made. They affect trucks, hydrant 
installations, pumps, meters, filters, valves and 
fittings and hose reels. 

The equipment alterations have been necessary 
to cope with two basic jet refueling requirements: 
high volume, because of the prodigious quantities 
of fuel burned by jetliners; and high speed, be- 
cause speed is the spirit of the jet age. 

The Boeing 707 used by Pan Am for trans- 
Atlantic jet service is built with varying fuel 
capacities ranging as high as 23,500 gal. in four 
fuel tanks. Other large jet planes soon to appeal 
will have comparable fuel requirements, and it’s 
rumored that jets are coming that will take 
aboard a 30,000-gal. fuel load. That’s far more 
than the capacity of the average service station’s 
underground tankage. 


What's the Trend in Trucks? 

When you compare jet plane fuel capacities with 
the typical 5,000-gal. aircraft refueler tank truck, 
you can see why radical cquipment changes are 
underway. The tank truck is a key problem. 

Over the past 10 years conventional refueler 
capacity has grown from 2,000 gal. up to a maxi- 
mum of a little over 5,000 gal. 

This represents about as much load as could be 
put on the tires of a conventional two-axle 
chassis. It has always been thought desirable to 
keep the refuelers as short and compact as possible 
Tractor-trailer combinations were regarded as 
unwieldy and impractical for working around 
planes. 

In the reach for larger tank trucks, two meth- 
ods are getting a trial: 

e Tractor-trailer combinations, 6,000 and 6,500 
gal., fitted up with 600 gpm pumps and _ twin 
hose reels. 

e Specially built trucks with &,O00-gal. tanks Dual hoses speed up refueling of thirsty jet 
on earthmover tires. (Continued ) airliners, a fundamental jet-age demand 
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(Begins on page 115) 

At New York’s International Airport (Idle- 
wild), first U. S. airport to be outfitted for jet 
fueling, a fleet of 22 6,000-gal. tank-trailers is 
now in service (see picture). These are owned 
by the Port of New York Authority and operated 
under subcontract by Allied Maintenance Corp. 
The trailers, built by Standard Steel, are hauled 
by Ford C-1100 tractors. 

Atlanta airport will soon get the first of three 
special 8,000-gal. tank trucks. These trucks will 
go into service under the commonly used plan of 
ownership by an oil company (Shell) and opera- 
tion by an airline (Eastern). Built by the Dart 
Truck Co. of Kansas City, these refuelers have two 
front steering axles operated by power steering 
units. And they ride on big earthmover-type tires. 

Either of these ventures into larger capacity 
refueler trucks may eventually provide the answer 
to jet fueling. But there are those who hold that 
the advent of jets signals a trend to fixed under- 
ground hydrant systems, served by so-called hy- 
drant carts, equipped with hoses, meters, filters 
and other needed equipment. 


Trucks or Hydrants? 


Equipment men are divided on which is best 
for jet refueling, trucks or hydrants. 

Some see hydrants as intrinsically too inflexible 
to meet the needs of the dynamic jet age. The hy- 
drants are located at gate positions and served by 
underground pipelines, and thus constitute a large, 


Freeflow hubs permit high-volume pumping through dual reels 


A 6-in. 750-gpm pump is used 
to pump 600 gpm into two tanks 








Filter also dehydrates fuel 


somewhat costly permanent installation. Once in 
place, these systems can be changed only with 
great difficulty and expense. Airports historically 
have undergone constant change, and there’s no 
reason to suppose they'll stop now. 

Others say that notwithstanding these difficul- 
ties, hydrants must be the answer, because trucks 
are big and unwieldy and take up valuable room 
on congested aprons. There’s always danger of 
collision, they point out, and underground storage 
is large enough to handle practically unlimited jet 
tankage. 

Several airports now use some form of fixed, 
underground supply system delivering fuel to 
planes via hydrant carts. Some are: Dallas, Fort 
Worth, St. Louis, San Francisco and Pittsburgh. 
Several others are planned. 

On several drawing boards now are layouts 
for carts with larger, faster equipment. One de- 
sign, for example, calls for a 342-in. or possibly 
even 4-in. inlet hose, to be handled by a two-man 
crew. 

This cart will have at least a pair of 22-in. 
delivery hoses, with reels, couplings and other 
fittings to match. There'll also be one 600-gpm 
meter and one 600-gpm_ water-separating filter. 
The equipment probably will be mounted on a 
conventional light truck chassis. 


Equipment Now in Use 


Truck Pumps: 600 gpm—A loading speed of 
600 gpm for the new jets is at the moment a 
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Four 6,000-gal. tractor-trailer loads are needed to fill Boeing 707’s 23,500-gal. fuel tanks 


universal though unofficial target. Idlewild’s 
tractor-trailer refuelers are equipped to deliver 
clean, dry jet fuel at 300 gpm into two tanks 
simultaneously. These units are considered the 
best available high-capacity jet fueling facilities. 

To meet the 600-gpm requirement, Blackmer 
Pump Co. supplied the newest and largest in its 
line of aviation fueling truck pumps. These rotary, 
positive-displacement pumps are capable of de- 
livering 750 gpm. Known as the Blackmer TX6 
truck pumps, they'll be in use soon at other air- 
ports. 

Fast-Flow Meters—Like the pumps, the Brodie 
meters on the Idlewild refuelers are designed 
especially for handling aviation fuels at high flow 
rates. The meters are 6-in. Brodie Model B-80-C, 
with a maximum capacity of 750 gpm. 

Double Filtration—It’s long been common prac- 
tice to filter all aircraft fuel, avgas or jet, at the 
airport bulk plant and again on the truck or 
hydrant cart. The coming of commercial jetliners 
requires the installation of much larger filters with 
elements designed especially to remove water. 

Jet fuel, because it is heavier and denser than 
avgas, holds water as well as solid contaminants 
in suspension for a much longer time. While addi- 
tional settling time in bulk storage offsets this 
tendency, the airlines demand highly efficient 
water separation in jet fuel filters. 

Filters on the new Idlewild trucks are Briggs 
Type BFS-42-600, with automatic water dumps 
for draining accumulated water. The filters are 
also fitted with a water slug control that will 
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shut down the pump in case a slug of pure water 
reaches the filter. 

The filter cases are stainless-steel clad, and in- 
ternal components are made of stainless steel to 
guard against rust contamination. Filtering ele- 
ments are of predensified fiberglass. They’re de- 
signed to filter jet fuel at the rate of 600 gpm. 

Why Twin Hoses—By universal custom all 
plane tanks are limited to 2'-in. fill openings. 
This sets a practical limit on hose diameter, so 
that high speed loading has to be accomplished 
by simultaneous filling of more than one tank. 
Twin Hannay hose reels on the new Idlewild 
tankers each carry a 3-in. hose. 

Connections to the plane tanks are made with 
2¥2-in. Buckeye self-sealing nozzles. Fuel flow 
into the plane cannot start until the operator grips 
the air-operated controls connected by a pair of 
small 60-ft. hoses leading back to the pumping 
system. These controls, made by Harwood Manu 
facturing Co., are of the so-called “dead-man” 
type that cut off flow the moment hand pressure 
is relaxed. 

Heavier Components— Truck pump-off at 600 
gpm calls for larger, heavier components than 
any previously needed for conventional tank truck 
equipment. The Bomar emergency valves made by 
Bomar Manufacturing Co., Brooklyn, N. Y., are 
6 in. in diameter. They have an exceptionally high 
(3%-in.) lift. Internally they’re free of ribs or 
other obstructions so as to ensure as far as possible 
a full, high-volume flow of product without 


turbulence. e 
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No Nozzles on New Pumps, O&E Urges 


The rule's like a hole 
in the pocket, says one. 


O&E is out to kill it 


OPERATIONS 
under way with a project to eliminate 
what they term a big money-waster: 
the requirement that nozzles be 
shipped with dispensers 

Ihe reason is this. The nozzles are 
invariably replaced before the dis- 
pensers are used, particularly 
automatic nozzles have been gener- 
ally sanctioned. This means that the 
companies are paying for nozzles 
they don’t use, the operations men 
complain. 

At $7 to $10 per 
runs into many thousands of dollars 
a year, “That's like having a hole in 
your pocket you can’t mend,” says 
an operations man 

Ihe task of getting the nozzle re 
quirement eliminated was assigned to 


men are getting 


since 


nozzle, that 


a group headed by Mott Prudames, 
Socony Mobil, who successfully led a 
campaign to win approval of the 
automatic nozzle. The 
taken on by the API operations and 
engineering committee at its latest 
meeting, in Knoxville, Tenn 

The O&K argument is based on 
three major points: (1) Only nozzles 
bearing the approval of the Under 
writers’ Laboratory (UL) are used by 
oil companies. (2) Technically, the 
nozzles are detached when they are 
shipped, being placed at the bottom 
of the box. (3) Nozzles are changed 
all the time anyway 

UL is an organization that tests de 


project) Was 


vices, systems and materials for pos 
sible life, fire and casualty hazards and 
for crime prevention 

Ihe UL. must agree before the re 
quirement can be eliminated. So far 
the UL attitude has been adamant: 
since the nozzle is essential to the 
dispenser, UL contends the dispenser 
can't be used without the nozzle: so 
a nozzle should be shipped with each 
dispenser 

C. B. (Bud) Popkin reported that 
many brand new nozzles have been 
accumulated in Continental Oil’s re- 
gional When Continental 
sought to get credit for them from 
the manufacturers, reported Popkin, 
the manufacturers said they couldn't 
use them might be 
damaged. Consequently, Conoco has 
not yet approved use Of automatic 
nozzles 


offices. 


because they 
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Niles Engels Cooper 





Nicol Ballinger 








Bogstahl Pease 





Jackson 


About 40 top oil marketing operations men attended the API’s O&E committee meet- 
ing at Knoxville. Pictured are: R. A. (Bob) Niles, Indiana Standard, O&E vice chair- 
man, who becomes chairman; Pete Engels, Shell, outgoing chairman, and Harold 
Cooper, Union, secretary, who becomes vice chairman. Morris Bogstahl, Shell, and 


C. W. (Charlie) Pease, Socony. P. E. 


(Pete) Nicol, Southwestern division manager, 


Humble. Carl Ballinger, operations, Sohio. J. J. Jackson, operations, Sohio. 


O&E Plans Station Design Show 


SERVICE STATION DESIGN is of 
such keen interest itll be the subject 
of a presentation by the API opera- 
tions and engineering committee next 
May at the mid-year meeting of the 
API marketing 
Moines. 

This decision was made by the 
O&E committee at its Knoxville meet- 
ing. Subject: “Station Design, Trends 


division in Des 


and Influences.’ 

What’s Conventional?—The opera- 
tions men at Knoxville heard V. R. 
(Vern) McCoy, D-X Sunray, suggest 
that the term “suction pumping sys- 
tem be used instead of “con- 
ventional.” In many areas, said Mce- 
Coy, “remote pumping” has become 
conventional 

R. A. (Bob) Niles, Indiana Stan- 
dard’s manager of operations, becomes 
chairman of O&E Jan. 1, succeeding 
Peter W. Engels. Shell operations 
manager. Other officers are Harold 
Cooper, Union Oil, Los Angeles, vice 
chairman, and W. G. Swartz, Cities 
Service, New York, secretary 


NATIONAT 


Pete Engels, sharp-witted and ami- 
able, retires in 1959 after 34 years 
with Shell, having reached the man- 
datory executive retirement age of 
60. “You fellows will see me around 
for some time,” said Engels at a 
farewell session. 

Pete’s Ingenuity—J. E. Niland, 
Humble, paying tribute to Engels for 
O&E, said, “We're sorry the API 
policy won't permit you to go on and 
on. We have enjoyed your good 
humor, wit and your very pithy com- 
ments. We are not saying we shall 
miss you, because we’re sure your 
ingenuity will find a way to join us 
for the O&E meeting at Colorado 
Springs next October.” 

Houston was selected as the site 
for the O&E fall meeting in 1960, 
in keeping with O&E’s policy of 
choosing places with something for 
committeemen’s technical interests. A 
tour of the Gulf Coast chemical 
plants will be a highlight. At the 
Colorado meeting next year, O&E 
will visit the Air Force Academy. @& 


PETROLEUM NEWS * December, 1958 











TO STOP 





No one else has announced a solution to this mystifying problem. 
Only Cities Service offers Anti-Rumble Gasolenes—and only 


Cities Service Dealers and Jobbers are reaping the profits! 


“RUMBLE,” the unusual and mysterious 
low vibrational sound afflicting many late 
model cars has proved to be no problem to 
Cities Service Dealers and Jobbers! Foi 
research scientists at Cities Service have 
provided them with an exclusive solution: 
NEW ANTI-RUMBLE GASOLENE! 
Cities Service researchers found that 
“rumble” did not result from common 
causes —could not be cured by 
measures. Something new was needed. 
Months of intensive study followed. 
Some formulations offered a partial solu 


common 


tion. But Cities Service wouldn’t settle for 


that. Finally the breakthrough came. Great 
new ANTI-RUMBLE was perfected! 


CITIES SERVICE ANTI-RUMBLE is now 


New Anti-Rumble 


now added to the five other top performance 
features found only in Cities Service Premium Gasolenes. 
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ENGINE RUMBLE” _- 


They Stop at Cities Service! 
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contained exclusively in Cities Service 
gasolene... For those 
who have been troubled with “rumble” i 
offers the answer to this mystifying prob 
lem. For all others it eliminates the risk of 
“rumble.” And for Cities Service Dealer 

and Jobbers it means thousands of ne 

customers who want this vital protection 


at no extra price! 


LIKE TO TEAM UP WITH CITIES 
SERVICE, TOO? Perhaps there’s an op 
portunity in your area. Talk with a Cit 
Service Representative 
from the nearest office. O1 
write: Cities Service Oi 
Company, Wall 
Tower, New York 5, N. Y 


Sixty 


Lina? 
“SHUT-OFF RISK” of STATION INCOME 


RUNNE . 


SINCE 1906 


e 


j 
| 


N bar, / 


air Compressors 








Most service stations use compressed air for design for less wear of moving parts and 

at least 32 jobs. longer life. H. P. range from “%4 through 
Breakdown of compressed air source, 50. Horizontal, vertical or remote tank 

even for a short time, takes a healthy 32 models for start-stop or continuous opera- 

time whack at income. tion. It will pay to get Brunner 


: : YOU CAN'T AFFORD TO GAMBLE 
Operating with dependable 


Brunner air equipment is good 


story and prices before placing 
your next air compressor order. 
insurance against “station income 
shut-off”. 

Brunner service station Air 
Compressors feature “slow speed” | on yo 





UR de. 
COMPRESSED AIR SUPPLY 











rT@ SEND FOR BRUNNER AIR COMPRESSOR CATALOG #36 
DETAILING THE NEW BRUNNER LINE. 


am If you use Air, you'll do better with Brunner 


BRUNNER DIVISION 


DUNHAM-BUSH, INC. 








Dunkam BUSH 


AIR CONDITIONING © REFRIGERATION + HEATING + HEAT TRANSFER 
WEST HARTFORD 10 e CONNECTICUT e U.S. A. Gm) maw 


weer ome vo <o yee Buen (Cameoa) ate. 
c= ovens 
sane. eee cpienamn 
Sei wecsceosors sin aes~ Rie 
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What's New in Equipment .. . 








Payroll tax computer 


. Shows withholding tax and the new 
242% social security deductions all on 
one line for wage brackets up to $250. 
Deductions are read directly from the 
table without further calculation. Price 
$6.95. Available on free 10-day trial 
from Calcu-Tax Corp., 49 W. 37 St., 
Ni 3. 86,°ie F. 


Circle No. 1 on coupon 





Vapor vent 


; for underground storage tanks 
directs vapors upward, allows tanks to 
breathe more freely, increasing efficiency 
of tight-fill delivery. OPW No. 23 has 
non-corrosive aluminum body with 40 
mesh brass screen. Available in 2-in. 
size at $2.40. OPW Corp., 2735 Cole 
rain Ave., Cincinnati, Ohio 


Circle No. 4 on coupon 


Volt-amp tester 


. Is a new economy model for testing 
and adjusting automotive generators and 
regulators. Scale covers both 6 and 12 
volt systems and registers generator out- 
puts up to 80 amps. Special 0-2 scale 
detects wiring losses and also serves as 
individual battery cell tester. King Elec- 
tric Equipment Co., Cleveland 5, Ohio 


Circle No. 5 on coupon 


Motorized valve 


for zone heat systems in industrial 
uses Operates by own 2-wire low-volt 
age thermostat. As valve opens, built-in 
contact starts circulator. Valve must be 
used with relay-transformer RT-10; each 





Gage hole cover 


has new vapor conservation fea 
tures. Stainless steel facing is used on 
the base seat. Cover has a_ flexible, 
leak-proof seal ring. Handle is designed 
for quick opening by hand or foot. Unit 
includes tape gage marker and thermom 
eter hook. Mechanical Products Division, 
Shand and Jurs Co., Berkeley, Cal 


Circle No. 7 on coupon 


Equipment People ... 





R. A. Niles, operations manager, 
Standard of Indiana, has been designated 
chairman of the API operations and 
engineering committee, to take office on 
Jan. 1, 1959. He succeeds Peter W. 
Engels, Shell 


Robert Wake has joined Guardian 
Light Co. as national sales promotion 
manager. His past seven years have been 
spent with the large lamp division of 


General Electric. On his new assignment 





RT-10 handles up to 6 valves. Edwards he'll make his headquarters in Oak 
Engineering Corp., Pompton Plains, N.J Park, Il 


Circle No. 6 on coupon 


Island light 


. known as the Golden-T is said to 


(Continued on next page) 














combine an attractive new design with | 
new versatility. Manufacturer claims it’s e FOR FURTHER INFORMATION | 
the first service station fixture that will On equipment or literature described in this issue: CIRCLE THE NUMBER | 
accommodate Ultra High Output, Rapid peg oe oe reply coupon, clip and mail to | 
Start or Slimline fluorescent lamps eaders’ Information Service | 
Guardian Light Co., 500 North Blvd., | ATION PETROLEUM NEWS | 
Oak Park. Ill. | 330 W. 42nd St., New York 36, N. Y. 
‘ Circle No. 2 on coupon Your Inquiry will be forwarded to the manufacturer. Void after March, 1959 | 
| 

| 
l ae ee ee oe ee ee 
| 

New fire hose 


NATIONAL PETROLEUM NEWS 
A McGraw-Hill Publication 


is said to be stronger, yet lighter 
in weight than conventional hose used 
with standpipe fire protection equipment. 
Neoprene lining in cotton-dacron jacket 
is said to lend strength and flexibility, 
and eliminate “weeping” usually associ- 
ated with unlined hose. Hewitt-Robins, 
Inc., Stamford, Conn. 





Circle No. 3 on coupon 
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UNRESTRICTED FLOW 


. PHILADELPHIA HOSE REELS 








mean 
fast 
deliveries 


‘6 
W ave time at t the delivery 


and you save money. 
sensus of tank truck operators every- 
where, and it is one of the many ad- 
vantages of Philadelphia Hose Reels. 


\ Aligning Ball Bearing 





Ball Bearings 
Seal 
Pipe 














~—— Spokes for Drum —- 
SECTION THROUGH REEL 











Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. [t is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are 


and not in contact with the fluid. 


outside the passageway 


122 


point, 
’ That is the con- 


The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 


changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 


iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 


used on each reel. This means the reel 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
electric, air or hydraulic. Under- 
writers’ approved explosionproof 
motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


2497 €. ONTARAG 


Su eee Tr, 


PHILADELPHIA 


Manufacturers of Reels & Valves Since 1922 
Pacitic Coast Distributors: 


Oil Marketing Equipment Co., 
Howard Supply Co., 


325 Fremont Street, San Francisco 5, California 
5125 Santa Fe Avenue, Los Angeles 11, 


California 


New England Distributor: Northeastern Petroleuni Service & Supply, Inc., 37 Brookley Road, Jamaica Plain 30, Mass. 


NATIONAL 
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What’s New in Equipment 


NEW JERSEY 





Equipment Jobbers Expand 


THE PROPORTION of marketing 
equipment moving through the hands 
of equipment jobbers is rapidly in- 
creasing, say leaders of the National 
Assn. of Oil Equipment Jobbers. 

“The oil equipment industry has 
come a long way,” president (then) 
Harry E. Andersen, Minneapolis, told 
the group’s recent convention in Dal- 
las. “Our operating methods have im- 
proved; our business stature has in- 
creased. We are an important part of 
the oil marketing picture.” 

Andersen reported that more than 
twice as many manufacturers are now 
distributing exclusively through jobbers 
than they were five years ago. 

He suggested three reasons: (1) the 
association has done a lot to elevate 
the status and prestige of equipment 
jobbers, (2) jobbers are learning how 
to better represent their suppliers, 
and (3) more manufacturers are re- 
cognizing that exclusive distribution 
through equipment jobbers makes 
good economic sense. 

Of special significance, says vice 
president (now president) Fred Cof- 
field, South Bend, Ind., is the increas- 
ing share of major oil company busi- 
ness entrusted to jobbers rather than 
direct factory sales people. 

Coffield says the growing trend to 
decentralized buying by majors coin- 
cides with general approval and re- 
cognition of equipment jobbers as 
practical sources of supplies and 
service. 

In a search of still better distribu- 
tion methods, a joint panel of manu- 
facturers and oil equipment jobbers 
exchanged views on equipment in- 
ventories, service and repairs, terri- 
tory protection, sales meetings, con- 
flicting lines, catalog revisions and 
other phases of supplier-jobber rela- 
tions. 

Members of the panel were: Bob 
Scoville, Seco Oil Equipment Co., 
Sioux City, Iowa; Paul Lanier, The 
Pump Shop, Inc., Birmingham, Ala.; 
Fred Coffield, Coffield Supply Co.., 
South Bend, Ind.; E. H. Lanthorn, 
Blackmer Pump Co.; Loren’ Gill- 
house, Quincy Compressor Co.; R. F 
Wheaton, Wheaton’ Brass Works. 
Moderator was J. M. Newberry, 
Newberry Equipment Co., Memphis. 

Attendance hit a peak of 392. 
Membership has grown to 220, re- 
ported president Andersen, compared 
with only 30 five ago. The 
number has increased every year since 
the association was formed, he said. 

New officers are: president, Fred 


years 
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Coffield; vice president, Eugene de 
Penaloza, General Equipment Co., 
St. Louis; treasurer, Warren Cruzen, 
Cruzen Oil Equipment Co., Memphis; 
executive secretary, Howard Upton, 
Tulsa. 

Elected to the board of 
are: Paul Morris, Petroleum 
ment Co., Nashville; Stanley 
Amco Corp., Chicago, and Bob Sco- 
ville, Seco Oil Equipment Co., Sioux 
City, Iowa. 

New chairman of the manufacturers 
liaison committee is Arthur F. Woods, 
sales manager, Marlow Pumps, Mid- 
land Park, N. J. 


directors 
Equip- 
Boras, 





EE 


Coffield: Opportunity 


NAOEJ's New President 


New opportunities are knocking for 
oil equipment jobbers as a result of de 
centralized buying by major ol com 
panies (see above). That's the view 
of Fred Coffield, South Bend, Ind., new 
president of the National Assn. of Oll 
Equipment Jobbers eighth 
year). 

Coffield’s election brings to the presi 
dency one of the two men chiefly re 
sponsible for the group’s organization 
Coffield and Jim Newberry, Memphis 
Fenn., worked independently on the idea 
of a trade association, then pooled thei 
efforts and drew together a nucleus of 
equipment distributors who formed 
NAOESJ in 1951. 

A man of vigor, Coffield played foot 
ball at Wabash and was a Navy flier in 
World War Il. Upon his return to South 
Bend he sold automobiles for awhile 
and then joined his father in forming 
Coffield Supply Co., the firm he now 
heads. 

Coffield is married and the 
six children, four girls and two 


knocks 


(now in its 


father of 
boys 


Photo Credit 








Canopy pictures on pages 98 and 
102 of the November were 
furnished by the Chicago Vitreous 
Corp 


issue 
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e OPW Valves and Fittings 
e Blackmer Pumps 
e Erie Pumps and Equipment 
e Price Signs 
e Repair Parts for 

all Pumps 


TEN HOEVE BROTHERS 


359 Mcleag Blvd., Paterson 3, N. J 








NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE O1L EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 





OHIO 








EQUIPMENT SALES CO. 


164 E. Exchange St., Akron 4, Ohio 

Phone—Jefferson 5-8215 

Factory Representative for 
Westinghouse, 0.P.W., Lincoln 

Neptune, Huffman, Goodrich, 

Air, Oil, Hydraulic and Gas 

Hose and Coupling Service 

SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 








PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 


DISTRIBUTORS FOR: Wayne Pumps & Equipment, 
0.P.W. Valves and Fittings, Gorman-Rupp, Fill- 
Rite Pumps, Whiteway Lighting, Saylor-Beall Com- 
pressors, Granco Pumps & Meters and National Hose. 
211 Lincolnway West, New Oxford, Pa. 
MAdison 4-4131 














E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering G Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 


Member NAOEJ 











Oil Marketing 
Equipment Jobbers 


This Is Your Market Place! 
Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 


330 West 42nd St., New York 36,N. Y 


























‘PERMEATION BARRIER’ 
insures aN’ 
longer life 
for this 
0S&D hose 


A unique feature—the result of 
Gates specialized research — adds still “Permeation Barrier” 
more service to the already long life protects these quality features 
of Gates O S & D hose. 


This feature is Gates “Permeation COVERS are made of tough, resilient rub- 
ber stock which resists damage by aging, 
abrasion, weather and oil. 


- ete eeereee 


Barrier"—a layer of special compound 


between the tube and the other rubber cats ane eouthilly: sileadiied > tan 


and fabric layers of the hose. dle petroleum products without softening 
As users well know —the key to long or swelling. 
REINFORCEMENT of spiral wound steel wire 


provides maximum strength and flexibility 
one component of the hose and the next. to the body of the hose. 


Permeation Barrier protects this in- CARCASS of high tensile fabrics in multiple 


ternal adhesion by reducing the damaging plies is engineered for full rated suction 
and discharge pressures. 


: BUILT-IN FITTINGS are all static-bonded to 
That means more hours of actual discharge electricity before a dangerous 


service life...considerably fewer replace- charge can be built up. 


ments...substantially lower hose custs. 


hose life is maximum adhesion between 


penetration of oil hydrocarbon molecules. 











— | 


The Gates Rubber Company, Denver, Colorado 
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‘Gas’ Recovers from Shakes 


Gasoline is convalescing from a bad case of the shakes it had last summer and fall. 
It’s a tough time for gasoline to get stronger—in the winter—but there’s a good 
chance it can make the grade. 

Cargo prices at the Gulf Coast are steadier than they’ve been for many months. 
Gulf independents no longer are trying to push material as far away as Chicago. 
And one or two majors say they'll be buyers of spot gasoline before the winter is 
over. 


Off-season price increases look likeliest on the Gulf Coast and in the Chicago 
market. In Chicago some suppliers now are glad they met the price of Gulf Coast 
inshipments. They may have ruined the summer market in Chicago, but they also 
may have scared out the “outsiders” for good. In the East, price wars from Florida 
to New England may impede a winter advance. 


MARKET OUTLOOK 


Reseller prices are acting better than consumer prices. And this could mean some 
trouble. Virtually all sections of the Rockies are in a turmoil on consumer prices, 
particularly to the bigger accounts. There’s the familiar complaint that big users 
taxicab and trucking companies—are getting as much as 5¢ off dealer tankwagon 
prices in some areas. 

But if reseller prices actually strengthen, then consumer prices ought to follow. 
This month there’s little gasoline to be had at the mid-Mississippi River terminals. 
A buyer looking for 75,000 bbl. of gasoline for shipment up the river before the 
freeze found little to be kad north of New Orleans. 


The weather will do much to unfold what happens to gasoline this winter. Mild 
weather—with little demand on refiners to increase runs—could put gasoline in very 
strong position. Cold weather would work the other way. 


Indiana Standard Tries Fuel-Oil Stamps 

Fuel-oii stamps are not new as a sales promotion gimmick, but they are with In- 
diana Standard. The company is trying out the stamp idea this winter, giving its 
customers one S&H (green) stamp for each 10¢ worth of No. 1 and No. 2 fuel pur- 
chased. The stamps are worth about 0.3¢ each. 


Two-Faced Heavy Fuel 

The strength in heavy fuel prices in the Midwest probably will not spread to the 
East Coast. Foreign-flag tanker rates are having a terrible winter. This means cheap 
rides from Venezuela to New York for black oil. 





YOUR GUIDE TO NPN PRICES 


Market barometer ins coven ee 
Refinery and terminal prices 

Key crude oil prices 

Tank wagon prices 

Gasoline consumption by states 

Gasoline prices for 55 cities 
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FAST, ECONOMICAL WAY TO 
GET 100% WATER-FREE JET FUEL— 
CONVERT with the Purolator Conversion Kit 


The hay-bale type of horizontal separators or dehydra- 
tors, which you have now in the 300 and 600 GPM sizes, 
can easily be changed to modern, approved separator/ 
filters in accordance with MIL-F-8508A and MIL-S-254B 
specifications. All you need is the Purolator Conversion 
Kit, nothing more —no additional piping, no welding or 
tank modification, no disconnecting of inlet or outlet. 
Servicing can be accomplished by one man. So can 


replacing elements. 

All units are equipped with the Purolator Micronic® 
coalescer element which removes both solids and water 
from jet and other aviation fuels. Purolator recommends 
that units be changed at 15 psi pressure differential. 

Get ready for the jet age the economical way . . . send 
for complete information on Purolator’s Conversion Kit. 
Write to Purolator today. 


Filtration For Every Known Fluid | = LU ee O LATO aa 


PRODUCTS, INC. 
NEW JERSEY AND TORONTO, ONTARIO, CANADA 


RAHWAY, 
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PRODUCTS VS. CRUDE GULF COAST 





CENTS PER GALLON 





T 
12.0+— 





REGULAR-GRADE GASOLINE 


KEROSINE © 
TEST COASTAL CRUDE 
30 GRAV. LOW COLD 


NO. 6 FUEL 











JFMAMJJASOND 
1958 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 





| 


4.60 + 
4.40 ~ 
4.20 + 
4.00 - 


3.80 — 


DOLLARS PER BARREL 








FOUR PRODUCTS 





SPREAD: PRODUCTS 
OVER CRUDE 








J 


PRODUCTS VS. CRUDE MID-CONTINENT 





CENTS PER GALLON 





120+-|1 | 


} 
11.04 
| 


10.0 





REGULAR-GRADE 
GASOLINE 


KEROSINE 


36 GRAV. MID-CONT. CRUDE 


tg. | 


NO. 6 FUEL 











PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 


JFMAMJJASOND 
1958 





DOLLARS PER BARREL 





4.60- 


4.40 


4.20-- | 
4.00 
3.80 
3.60 — 
3.40-f" 


3.20 
3.00 
2.80 


2.60 


1.60— 
1.40— 
1.20-— 
1.00 — 
80- 


.60-+ 





FOUR PRODUCTS 





SPREAD: PRODUCTS 
OVER CRUDE 














JFMAMJJASOND 
1958 





Average 
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MARKET BAROMETER 











Refinery and Terminal Prices 








All prices are supplied by Platt’s 


sociated 


Ollgram Price Service, NPN‘s as- 
ublication. Arrows indicate upward er downward movement 


of the price preceding the arrow. Prices as of November 17. Last pre- 


vious listing: September 15. 


Motor Gasoline 


Gulf Coast Cargoes- 
100 oct. prem 
99 oct. prem 

9% oct. prem 

97 oct. prem 

95 oct. prem 

93 oct. prem 

92 oct, prem 

90 oct. prem 

RO oct. reg 

84 oct, reg 0.5-10.5 

83 oct. reg 9.375-10.375 
79 oct, re 9.125-10.125 

70-72 a 4 M 9-10 

Albany, N. Y. 

98 oct. prem 

92 oct. reg 

Baltimore, Md. 

98 oct. prem 

96 oct. prem 

92 oct. reg 

90 oct. reg 

Boston, Mass. 

98 oct. prem 

06 oct. prem 

02 oct. reg 

90 oct. reg 
Buffalo, N. ¥ 

YA oct. prem 

92 oct. reg 

Charleston, S$ 

97 oct. prem 

05 oct. prem 

00 oct, reg 

87 oct. reg 
Chicago, tl 

09 oct. prem 

8 oct. prem 

07 oct, prem 

2 oct, prem 

OL oct. reg 

8Y oct. reg 
Detroit, Mic. 

98 oct. prem 

92 oct. reg 
Houston, Tex. 

97 oct, prem 

00 oct. reg 
Jacksonville, Fla. 

97 oct. prem 

90 oct. reg 

Miami, Fla. 

97 oct. prem 15.4 

00 oct, reg 13.4 

Minneapolis-St. Paul, Minn. 

09 oct. prem 16.06 

08 oct. prem 15.81 

89 oct. reg 13.06 


Mobile, Ala. 

97 oct. prem. 15.1-16.1 
90 oct. reg 13.1 
New Orleans, La 

97 oct. prem 

90 oct. reg 

Norfolk, Va. 

98 oct. prem 15.05” 
96 oct, prem 15.05 

02 oct, reg 13 05W 
00 oct. reg 13.05 
Pensacola, Fla. 
97 oct. prem 
90 oct. reg 13.2 
Philadelphia, Pa. 

08 oct. prem 17.3 
92 oct. reg 14.5-14.8 
Port Everglades, Fla. 

97 oct. prem 14.8-16.4 


H 


90 oct. reg 12,8-13.4 
Savannah, Ga. 

97 oct. prem 14.5-16.4 

05 oct. prem 14.25 

90 oct. reg 12.5-13.4 

87 oct. reg 12.25 

Tampa, Fla 

07 oot. prem 

00 oct, reg 

Wilmington, N.C. 

97 oct. prem 

95 oct, prem 

00 oct, reg 

87 oct. reg 

Okla. (Okla. Shpt. 

98 oct. prem 15 125W-15.625¥ 
RY oct, reg 12 75v 12.6 25W 
Okla. Group 3 (Northern Shpt. 

98 oct. prem 14. 625-15 5 e 
08 oct. reg 11.625 -12.375V 


9 875-10. 625 


15.4-16.4 
13.4-14.15 


1h.2 


128 


N. Tex. (Tex. & New Mex. - 


4 oct. prem 
oct, prem 
3 oct. reg 
86 oct. reg 
84 oct, reg 


15 yo 


I~INIS 
ANH 


W. Tex. (Tex. & New Mex. Shpt.) 


97 oct. prem. 
95 oct. prem. 
88 oct. reg 
86 oct. reg 
84 oct. reg 


15.625-15.75 
14.875 15.5 


E. Texas (Truck transport lots) 


7 oct. prem 
88 oct. reg 
86 oct. reg 
84 oct. reg. 


97 oct. prem 

95 oct. prem. 
88 oct. reg 

86 oct. reg. 

84 oct. reg 

60 oct. M & be- 


ow 


Ark. (For shpt. to 


98 oct. prem 

94 oct. reg. 

92 oct. prem. 
8Y oct. reg 

86 oct. reg 

84 oct. reg 
Kans. (For Kans. 
98 oct ay m 

SY oct reg 

60 oct M & be- 
low 

Western Penna. 
94 oct. prem 

88 oct. reg 

Oil City 

94 oct. prem 

88 oct. reg 
Pittsburgh 

94 oct. prem 

88 oct. reg. 


5 
3 
3 
Cent. W. Tex. (Truck 
r 
5 
4 
3 


15-15 

13.2! 
13-1: 
13-1 


fg 


I 


destinations only) 
15 125 § 625 


12. 375 12.75 
11.375W-11.875V 
Bradford-Warren 
78 
oO 


13.5 


Ohio— Quotations by Sohio for 
delivery to Ohio points 


90 oct, reg 
Central Michigan 
100 oct. prem 

98 oct. prem 

02 oct. reg 


13.6 


16 25Y 
15 256W-16 
13.25W-13.75 


California—_Los Angeles District 


Rack: 

98 oct. prem, 
94 oct. prem 
88 oct. reg 
84 oct. reg 
Tank Car: 
98 oct. prem 
94 oct. prem. 
88 oct. reg. 
84 oct. reg 


Tank Truck (400 or more 


96 oct. prem 
04 oct. reg. 


20.9 
17.4 


San Francisco District 
Tank Truck (400 gal. or more) 
4 


96 oct. prem 
94 oct, reg 


17.4 


Distillates & Fuels 


Gulf Coast Cargoes 


41 13 ww. kero 
No. 2 fuel 
= 57 d.i. gas oil 
§2 d.i. gas oil 

43 47 i. gas oil 
Bunker C fuel 
Bunker C fuel 
mar. 1% sulf 
Albany, N. Y. 
Kerosine, No. | 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 4 fuel 
No. 6 fuel, no 
sulf, guar. 
Baltimore, Md. 
Kerosine, No. 1 

do barges 
No, 2 fuel 

do barges 
Diesel oil, shore 
plants 
No. 4 fuel 

do barges 

o. 5 fuel 

do barges 


9 1254-9. 25A 
8.625-9 

9-9.75 
8.875-9.5 
8.75-9.25 


$2.00-2.10 


$2. 15A 


10.5 
$3.38-4.08 


$2.55 


10.4 
10.15 
AL 
9.65 


10.3 

$3.29 
$3.23 
$2.97 
$2.91 


Ne. 6 fuel, ne 
if. 


owt Diesel, 
bunkers ; 
Bunker C, 
bunkers 


Baton Rouge, La. 

Kerosine, No. 1. .10.2 

No. 2 fuel 9.8 

Diesel oil, shore 

lanite 10.1 

No. 5 fuel.......$2.72 

No. 6 fuel, no 

sulf. guar $2.13 
do barges $2.10 

Light Diesel, 

bunkers $4.10 

Heavy Diesel, 

bunkers $3.85 

Bunker C, 

bunkers 


Boston, Mass. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 5 fuel. . 
No. 6 Fuel, no 
sulf. guar 

do barges 
Light Diesel, 
bunkers. . 
Bunker C, 
bunkers 


Buffalo, N. Y. 
Kerosine (a) 
Diesel fuel (a) 
No. 2 fuel (a) 
No. 5 fuel 
No. 6 fuel 


(a) Prices of some sellers to bulk com- 
mercial consumers are 0.15¢ higher 


Charleston, S. C. 
Kerosine, No. 1. . 10.6 
No. 2 fuel 10.3 
Diesel! oil, shore 
plants ; 10.4 
No. 5 fuel 
No. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel, 
bunkers. 
Bunker C, 
bunkers 


Chicago, Ill. 

Range oil, No. 1.. 10.25-12.35 
No. 2 fuel 9.5-11.35 
No. 5 fuel, low 

sulfur 

No. 5 fuel, high 

sulfur 

No. 6 fuel, low 

sulfur 7.15 

No. 6 fuel, h igh 

sulfur... 6.9-7 


Cleveland, Ohio 

No. 5 fuel 9.4* 
No. 6 fuel 8.9* 
*Delivered Cleveland 


Cerpus Christi, Tex. 

No. 6 fuel, no 

sulf. guar..... 2.13 
do barges 2.10 

Bunker C, 

bunkers $2.10 

Detroit, Mich. 

Diesel oil 

No. 1 fuel 

No. 2 fuel 

No. 5 fuel 

No. 6 fuel 


Houston, Tex. 

Kerosine No, 1 
do barges 

No. 2 fuel 
do barges 

Diesel oil, shore 

plants 10,125-10.75 

No. 6 fuel, no 

sulf. guar. $2.13-2.30 
do barges $2.10 

Light Diesel, 

bunkers $4 

Heavy Diesel, 

bunkers. 

Bunker C, 

bunkers. . . 


9.5. 10.75 


Jacksonville, Fla. 
Kerosine, No 
No, 2 fuel 
Diesel oil, shore 
lants 
No. 6 fuel, no 
sulf. guar. 

do barges 
Light Diesel, 
bunkers 
Buaker C, 
bunkers.........$: 


Miami, Fi 
Kerosine, Mio. 1 si 
— oil, shore 


beezes soocvbaee 
Keo M 


—_ 


bunkers. . 


Minneapolis/St. Paul, Minri. 

Range oil, No. 1..10.93Y-12. 
No. 2 fuel. ......10.18 2 
No. 5 fuel, high 

SR ERRETS .9-9.4 

No. 6 fuel, high 

A aka bae'e vs 7.9-8.7 
Mobile, Ala. 

Kerosine, No. 1. . 11 

No. 2 fuel 

Light Diesel, 

bunkers $4.265 


New Haven, Conn. 

Kerosine, No. 1. . 10. 

No. 2 fuel. ......9.9 

Diesel oil, shore 

plants : 

No. 4 fuel. ..... . $3.40 

No. 6 fuel, no 

sulf, quar........$2.50 
do barges......$2.47 

Light Diesel, 

bunkers.........$4.20 

Bunker C, 

bunkers... 


New Orleans, La. 
Kerosine, No. 1.. 
No. 2 fuel. ... 
Dieoel oil, shore 
lants 
o. 5 fuel. ... 
No. 6 fuel, no 
sulf. guar...... 
do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 


bunkers 


New York Harbor 
Kerosine, No. 1. . 

do barges. 10 2A 
No. 2 fuel. ......9.9 

do barges 9.7A 
Diesel oil, shore 

lants . 10.3 

o. 4 fuel. ..... .$3.18-3.82 

do barges... ... .$3.00-3.74 
No. 5 fuel. . . 2.87 

do barges..... . $2.84 


No. 6 fuel, no 
sulf. guar .$2.40-2.48 
do barges..... .$2.37-2.45 
No. 6 fuel, max. 
1% sulf. oovcoene 
do barges... .. . $2.67 
Light Diesel, 
bunkers $4.18 
Heavy Diesel, 
bunkers $3.90 
Bunker C, 
bunkers $2.37 


Norfolk, Va. 
Kerosine, No. 1. . 10.4 
No. 2 fuel....... 9.9 
Diesel oil, shore 
lants. . 
No. 6 fuel, no 
sulf. 

do barges... 
Light Diesel. . 
Heavy Diesel, 
bunkers. . . 
Bunker C, 
bunkers 


Pensacola, Fla. 
Kerosine, No. 1. 
No. 2 fuel. ... 
Diese! oil, shore 
plan 


Philadelphia, Pa. 
Kerosine, No. 1. .10 
do barges..... 
No. 2 fuel. .... 
do barges... . 
Diesel oil, shore 


No. 6 —y no , 
sulf. guar. $2.40-2.48 
do 


.. +». $2.87-2.45 
No. 6 tee max. 
1% sulf.. . .$2.50-2.58 
do barges..... .$2.47-2.55 
Light Diesel, 
$4.18 


$3.90 
. $2.37-2.45 


Heavy Diesel, 


Bunker C, 
bunkers. . 
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United States 
California 
Wilmington, 31 gravity 
Texas 
West Texas sour, 36 gravity 
Mid-Continent 
Oklahoma sweet, 36 gravity 
Williston Basin 
North Dakota, 36 gravity 
Pennsylvania 
Bradford, flat 
Canada 
Alberta 
Pembina, flat 
Venezuela 


Middle East 
Persian Gulf, FOB Ras Tanura 
Arabian, 34 gravity 





Key Crude Oil Prices (As of November 15) 


Bachaquero heavy, FOB Las Piedras, 





Port Everglades, Fla. 
Kerosine, No. 1. . 11.15~11.4 
No. 2 fuel 10.9-11.2 
Diesel oil, shore 
plants ; 10.9-11.2 
No. 6 fuel, no 
sulf. guar. 2.43 

do barges $2.40 
Light Diesel, 
bunkers. .. $4.704 
Bunker C, 
bunkers $2.40 


Portland, Me. 
Kerosine, No. 1. . 10.6 
No. 2 fuel 10.1 
Diesel oil, shore 
plants 
No. 6 fuel, no 
sulf. guar. 

do barges 
Bunker C, 
bunkers 


Providence, R. \y 

erosine, No. 
No. 2 fuel 
Diesel oil, shore 
plants : 
No. 5 fuel... 
No. 6 fuel, no 
sulf. guar. 

do barges 
No. 6 fuel, max. 
1% sulf.. 

do barges 
Bunker C. 
bunkers. . 


Savannah, Ga. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 10.75-11.3 
No. 5 fuel $3.01 
No. 6 fuel, no 
sulf. guar. 

do barges 
Light Diesel, 
bunkers. .... 
Bunker C, 
bunkers. ... $2.42 


Tampa, Fla. 
Kerosine, No. 1. . 11.05~-11.3 
No. 2 fuel. 10.8-11.1 
Diesel oil, shore 
plants... 10.8-11.1 
Ko. 6 fuel, no 
sulf. guar 2.37 

do barges $2.54 
Light Diesel $4.662 
Bunker C, 
bunkers $2.34 
Toledo, Ohio 


10.95-11.5 
10.65-11.3 


. 84.746 


12.15 


No. 6 fuel 
Wilmington, N. C. 
Kerosine, No. 1. . 10.6 
No. 2 fuel 10.3 
Diesel oil, shore 
10.4 
$3.2 
Light Diesel, 
bunkers $4.21 
Okla. (Okla. shpt.) 
42-44 w.w 
kerosine 10 125-10. 75A 
58 & above d.i 
Diesel 9.5-10.25 
No. 1 fuel 0 875-10 2! 
No. 2 fuel 9.125-9.25 
No. 6 fuel $1 GOA 1 WA 


Okla. Group 3 (Northern shot.) 
42-44 w.w. 

kerosine. . 10-10.5 

58 & above d.i 

Diesel. .... 9.625-10.125 
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No. 1 fuel 9.75~-10, 

No. 2 fuel $1 ie A 

No. 6 fuel 150A 1.604 
N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w 
kerosine 

58 & above d.i 
Diesel 10-11 

No. 6 fuel $1.65-2.50 


W. Tex. (Tex. & New Mex. shpt. 
42-44 


Ww. 


10-11.25 


Kerosine 

58 & above d.i 

Diesel 10.75 
No. | fuel 10.25-11 
No. 2 fuel 10 

No. 6 fuel 2.60 

E. Tex. (Truck transport lots) 
42-44 w.w. 

kerosine 

58 & above d.i. 
Diesel 

No, 2 fuel 
No. 6 fuel $1 ‘OA-2 

Cent. W. Tex. (Truck scm lots) 
42-44 w.w. 

kerosine... ll 

58 & above d.i 

Diesel 10.75 

No. 6 fuel $2.60 

Kansas (For Kans. destinations only) 
42-44 w.w. 

kerosine 10.25-10.5 

52 & below d.i 

Diesel 10 

58 & above d.i. 

Diesel 10-10.125 

No. 1 fuel 9.875-10.25 

No. 2 fuel 9-9.5 

No. 5 fuel 1.70 

No. 6 fuel $1.50A-1.654 
Ark. “~~ _ to Ark. & La.) 

42-44 w 

kerosine 10.875 

Tractor fuel icne 

52 & below d.i 

Diesel 

58 & above d.i. 

Diesel 

No. 2 fuel 

No. 4 fuel 

No. 5 fuel 

No. 6 fuel 

Western Penna. 

Kerosine 

55 cetane Diesel 


10- 10.6 


Oil City 
Kerosine 
50 cetane Diesel 


36-40 gravit 
Central Michigan 
Range oil, kero 
sine 12 
P W. a ae - 
11. 5-134 
l 
8.6-8.7 
7.85-7.95 
Ohio Seiiitaies for Sohio for delivery 
to Ohio points 
Kerosine l 
No. 1 fuel 13 
No. 2 fuel l 
California—Los Angeles Dist 
Rack: 
Stove dist. 


PS 100 


‘-,| 
t 
6 


10.6-12 
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Diesel fuel 
PS 200 
Light fuel 
PS 300 2.80 
Heavy fuel 
PS 400 $2.15-2.35 
Tank Car: 
40-43 w.w. 
kerosine 15.3 
Stove dist. 
PS 100 
Diesel fuel 
PS 200 
Light fuel 
PS 300 $2.80 
Heavy fuel 
PS 400 2.15-2.35 
Tank Truck (400 gal. or more 
40-43 w.w, 
kerosine 18.8 
Stove dist 
PS 100 15.5 
Diesel fuel 
PS 200 14 
San Francisc 0 Dist. 
Tank pe 
11-43 
Kerosine 
Stove dist 
PS 100 
Diesel fuel 
PS 200 
Light fuel 
PS 300 $2.85-3.03 
Heavy fuel 
PS 400 $2.40-2.58 
Tank Truck (400 gal. or more 
410-43 w.w 
kerosine 19.3 
Stove dist 
PS 100 16 
Diesel fuel 
PS 200 14.5 
Pacific Coast 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 
Diesel—Ps 200... $4.96 
Bunker C—PS 
400 $2.10 
San Francisco, Calif 
Diesel-—PS 200... $5.17 
Bunker ( PS 
400 $2.15 
Seattle, Wash. 
Diesel—PS 200... $5.42 
Bunker C—PS 
400 $2.50 
Mexico 
Ships’ bunkers: US dollars per bbl. of 
159 liters. 
Guaymas 
Diesel $6.31 
Bunker ( $3.20 
Manzanillo 
Diesel $5.59 
Bunker ( $3.20 
Minatitlan 
Diesel $4.52 
sunker ( $2. 15V 
Salina Cruz 
Diesel $5.59 
Bunker ¢ $3.20 
Tampico 
Diesel $4.52 
Bunker ( $2.15 
Vera Cruz 
inker ( $2.15V 
At most Atlantic Coast points prices of 
some sellers for distillate fuels to bulk 


commercial consumers are 0.15¢ higher 


10-11.25 


10.5-15 


10-13.5 


than prices shown 


Natural Gasoline 


Prices are to blenders on freight ba 
wh, shipments into tanks cars or pif 

lines may originate in any Mid-Continent 

district on 

rtherwise « 

FOB Group 3 

(jrade 26-70 

1.5¢ 

FOB Breckenridge, Tex 


Grade 6-70 


LP. Gas 


ers ontract prices 


Now Yat 


Harbor 6.55-10.05 


(rrouy 
Baton Roug 
‘ hrevepor 


\ r 


‘ew Orleans 5.625 
a) Subject to 0.25¢ gal. al 
*) Truck transport posting 9.8¢ gal 


less 0.25¢ gal. discount. 


ywances 


Lubricating Oils 


Western Penna. 

Viscous Neutrals—No. 3 Col. Vis. at 
70° | 
200 vis. (180 at 100°) 420 to 425 flash 
10 p.t 
15 p.t. 
25 p.t. 21 

150 vis. (143 at 100°) 400 to 405 flash 
10 p.t. 

15 p.t 20 

25 p.t. 19 
Bright stocks 

145 to 155 vis. at 210, No. 8 Co 

10 p.t 

15 p.t. 

25 p.t 
Cylinder stocks 
600 s.r. filterable 

650 s.r 

600 flash 

630 flash 

Mid Continental 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals 
vis. at 100° 0-10 p.p 
Bright Stock Conventional 

200 vis. D 

10-25 p.p. 

150-160 vs. D 

0-10 p.p 

10-25 p.p 

120 vs. D 

0-10 p.p 

Bright Stock Solvent 

150-160 vis. 

0-10 p.p., 95 v.i.. 23-24 

Neutral Oils Conventional Pale Oils 
60-85 vis. 

No. 2 col 14.75 

86-110 vis. 

No. 2 col 15 

150 vis. No. 3 col. 16.5 

180 vis. No 3 col 16.75 

200 vis. No. 3 col.17 

250 vis. No. 3 col.17.5 

280 vis. No. 3 col.17.75 

100 vis No 3 col.18 

Neutral Oils Solvents 95 v.! 

170-180 vis 19.25- 20.25 

200-210 vis 19.5-20.5 

00 vis 20.5-21.5 

Cylinder Stocks 

600 s.r. olive 


> 


green 
Gulf Coast 
Solvent Refined Oils from Mid-( 
tinent grade crude: FOB ship at Gulf for 
export 
Bright Stock, vis. at 210 
150-160 vis. 
0-10 k.t., 95 v.i.. 24 
Neutral Oils — Vis. at 100; 95 v.i. 0-10 p.t 
100 vis, 20 
00 vis 20.5 
100 vi 
500 vis 
South Texas 
Vis. at 100° F., F¢ 
domestic and/or ¢ 
Pale Oils 
100 vis. N« 
1-2 I 
200 vis. No 
1-3 col 
00 vis. No 
s col 
500 vi 
750 vis. No 
{ col 
1200 vi 
5-4 
10) vis. No 
i 
Red Oils 
100 vis. 
5-6 ool 
100 vis 
5-6 col 
100 vis, N 
5-6 « 
500 
5-6 col 
50 vis 
1200 v 
ny 


56 


Aviation Gasoline 


Gulf Coast Cargoes 
Grade 115/145 
(irade 110/130 
Grade 91/96 


Houston, Tex 
Grade 100/130 
Continued on next page) 
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(Continued) New York Domestic 
124-30 white 

New Orleans, La. erude scale 

Grade 100/130 Fully refined 

Grade 91/96 ontop 

Grade 80 peal cat 

New York, N. Ss 135-145 eee eee. ch! 

Grade 100/130... 20.05 149-151 

Grade 91/96,....18.55 New York Export 

Grade 80.... 18.05 124-30 white 


crude scale 


. Fully refined 
Paraffin Wax lly rhe 
Western Penna. (t.c. in bulk) 135-145 


124-6 AMP white 
erude scale... ...6.26 


Atlantic Seaboard Petrolatums 


Melting points are AMP, 3° higher than 

EMP Pies for carload lots. Domestic Western Penna. 

yrices FOB refinery; seale in bags or bbls.; Bbis.; carloads; tank cars, 2.25¢ less. 
Fully refined, slabs loose. Export prices ‘ bi 2 

FAS; scale in bags or bbls; fully refined Snow white......8.625 
in bags or cartons Soft white -» 8.25 


New York Harbor 
V.M. & P. 
yf : naphtha 
Soft ye yellow. .....6. Mineral spirits. . 
ee... Philadelphia, Pa. 
6 375 V.M. & P. “s 
Mineral spirits. . Wn 5 
Jet Fuel Providence, R. |. 
Mineral spirits. ..18.5 
Gulf Coast Cargoes FOB Group 3 
Grade JP-4 Stoddard solvent. 13.375 
= ineral spirits. . 


ye pres 13.875 
Naphthas & pile 
Rubber solvent. 
Solvents fbaer sovent 14. 125- 14.375 


Benzol diluent. . . 15. 125-15.625 
Baltimore, Md. 


Mineral spirits. ..17.5 On City: Penna. 

Boston, Mass. 

V.M.&P. Stoddard solvent. 18 
p Pittsburgh: 

Mineral spirits... 18.5 Stoddard solvent. 18 








Tank Wagon Prices 











Prices for gasoline do not include taxes; they do however, include inspection fees, 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate 
column include 3¢ federal and state taxes; also city and county taxes as indicated in 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where 
levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices 
In effect November 15, 1958, as posted by privcipal marketing companies at their head- 
quarters’ offices, but subject to later correction. 


Socony Mobil 


we ~~ Gasoline 
jegular) 


Dir. Cons. Gasoline *Mobil Kerosine * Diesel *(No. 2 Fuel) 
.W. T.W. 


Taxes C. Yard 


New York City 
Manhattan. . 
Bronx 
Kings 
Queens 
Richmond 

Mt. Vernon, N. Y. 

Albany 

Binghamton 

Buffalo 

Jamestown 

Plattaburg 

Rochester. . 

Syracuse 

Bridgeport, Conn. 

Hartford 

New Haven 

Bangor, Me. 

Portland 

Boston, Mass... 

Manchester. . 

Portamouth 

Providence, R. I. e 

Burlington, Vt. , 7 ( 12.3 

errr 7 2 ¢ ove 12. 
*Com., cons. t.c. prices 0. 15¢ higher. 

Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. 


— 
~2 00+ 


BN ENT gg 9 0 9 0g 2 
cococococoececo 
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+ BNI EBNOCO@conrPe)8)~) 


ST ee ee 
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NPN Gasoline Index 
Dealer T.W. Tank Car 
(cents per gal.) 

November 15 _ ‘ — eis 17.05 12.63 
Month ago. ° - 16.09 12 4 
Year ago Pi 16.90 13.2 

Dealer index is an average of dealer tank wagon prices ex tax in 50 cities 

Tank car index is weighted average of following wholesale markets for regu- 
lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 
sonville, Boston, and Gulf Coast. 











Mobilfue! Mobilheat 
T.C. Yard 
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Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points ,t.w. less 0,5¢'for' deliv- 


eries of 800 gal or more. 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 


Paragon 


GASOLINE 


30 E, 40 ST., N.Y. C. EM 1-4100 


= ft HARTOL 


Orroeatt 


Paterson 4, New Jersey od ee) | fore] a 20) 7 Wale) 


INDEPENDENT 





New York Sydney, N. S. 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 630 FIFTH AVENUE, 


de ee 


NEW YORK 20,N.Y. 
Boston 
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Maine to South Carolina 


1958 





7 . . . . 
Atlantic Refinin Im erial Oil (Prices are per imperial gal; to arrive at price per U. 8. 
g p gal, subtract 1/ 6th) 
Esso Saas 
Atlantic Gasoline Kerosine Esso Gasoline 
(Regular) and (Regular) Gasoline Kerosine (No. FY Fuel) 
Dir. Cons, Gasoline No. 1 Fuel DW. A T.Ww 
T.W. T.W. Taxes T.W. T.W. St. John’ * o 
Halifax, N 
St. John, N. “i. 
Charlottetown, P. ELI 
Montreal, Que. 
Toronto, Ont.. 
Hamilton, Ont.. 
Winnipeg, Man. 
Brandon, Man. 
Regina, Sask. awe 
Saskatoon, Sask... 
Calgary, Alta... 
Edmonton, Alta 
Vancouver, B. C. , 
Taxes: Gasoline taxes are provine al taxes 
Note: Premium- grade t.w.—Nfld., ? E.1., N.B., Que., 5.0¢ above regular; 
Man., Sask., Alta., B.C., 4.5¢ above re sh 


Indiana Standard | 


Established tank wagon prices are shown below. Some temporary prices may be 
in one or more localities. 
Red Crown Gasoline Standard 
(Regular) Furnace Oil 


Dir. Cons. Gasoline Kerosine 1-99 100 gal 
T.W. T.W. T T.W. gal and over 


Chicago, Ill. P 16.6 18 17 16 
, South Bend, Ind. 16.4 18 18 6 17: 
Pennsylvania Heavy Fuels Detroit, Mich 16.5 18 ; 16 
(Gasoline Prices Taxes No.5 No.6 Mpls.-St. Paul, Minn 18 7 7 16! 
Fair-trade minimum Philadelphia 9 24 7.4° Des Moines, lowa 7.f 15 
service station 19.9 8.0 St. Louis, Mo...... 7 § 15 
Dealer tank wagon 15.6 Wichita, Kansas. . 16.1 7 6 f 14 
Consumer tank wagon 16.6 Omaha, Nebr.. 4 7 15: 
*Less voluntary allowance, 0. 19¢. Fargo, N. D. ee) Seon 9 16 2 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna., add 1¢ gal Huron, 5. D 17.8 th , 16 


for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 100-299 Milwaukee, Wis.... 16.8 : ‘ 18.0 V7 
gal, 2¢ for under 100 gal (a) See below for prices on larger quantities. (b) 15.4 for 750 gal & over 


z 
S 
nn 


Philadelphia, Pa 1 
Reading 1 
Allentown 1 
ae 1 
Wilkes-Barre. 1 
Williamsport 1 
1 

1 

1 

1 


65 
05 
05 
05 


tonne tt 


Go GD & 


5.35 


6 
6 
6 
6 


Pittsburgh f 
Altoona 
Erie 
Greensburg 
Wilmington, Del 
pg Conn. 
New Haven 
Boston, Mass 
Springfield 
peeente, R.1 
Camden, N. J 
Newark 
Albany, N. Y 
Binghamton 
Buffalo 
Elmira 
Rochester 
Syracuse 
Baltimore, Md 
Richmond, Va 
Charlotte, N.C 
Jacksonville, Fla 
Miami 


= Gr BS BS BO tS Go SO SO 


- 
meme CD 


RO BS HS NS PS PD bS PS tS BS to 


t 
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WH 


4 
5 
5 
> 
5 35 
5 
5 
5 
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ete 


6 
2.6 


3 
rer rerereres 3 


i 


SIst-3-1-1-12 & 


Standard Furnace Oil Stanolex Fuel A Stanolex Fuel C 
00 gal 1-749 750 gal 1-749 750 gal 


gal and over gal and over gal and over 
Esso Standard 15.1 14.6 10 8 10.05 95 8 75 


Chicago 5 d 


TANK WAGON PRICES 


Esso Gasoline Kerosine + 
(Regular) antes Furnace Oil 


and 
Cons. Gasoline No. 1 Fuel No. 2 Fuel = <— — SS Se 
Taxes T.W. T.W gal. gal. gal. and over and over 

Atlantic City, N. J. Mpls.-St. Paul 15.5 14.8 ~ i4 ss 
Newark. . a I: Milwaukee 16.0 15 5 
Baltimore, Md.. 1 Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace oil 
Cumberland 5 j prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to be 
Washington, D. C.. { f § added where applicable 
Danville, Va...... f § Discounts: Red Crown c.t.w. prices at some points subject to varying discounts f 
Petersburg... ans ( 5 : quantity deliveries. 
Norfolk 
Richmond. . ? : 
coer W.V; . é d d f C |. Prices are tank truck postings, ex all taxes 

jarieston a ‘ ‘ “ 0.4 lying for deliveries of 400 gal or more 
Fairmont. . ‘ 4 : . Stan ar 0 a She f ~y the od veri es 
Parkersburg 5.4 ¢ 5 “— na Standard 
W heeling. .. . g i Chevron 
Charlotte, N.C. Chevron Gasoline Diesel Furnace Stove 
Hickory. ... (Regular) Taxes Kerosine Fuel Oil Oil 
San Francisco, Calif. 17.9 9.0 9.3 45 14.5 16.0 
Los Angeles 17 ( ! 40 14.0 15 5 
Fresno ae 5 15.3 15.3 16 8 
Phoenix, Ariz f 22 16.4 9 4 


1 
l 


Salisbury 
Charleston, 8. c 
Columbia Reno, Nev. 21 
Spartanburg ‘ ) r Portland, Ore I 
New Orleans, La.. . out Seattle, Wash. l 
Baton Rouge Spokane 24 
Alexandria...... Tacoma ‘a 9! 21 
31 
) 
) 


Saantono-~ 


Lake Charles. . . ‘ Boise, Idaho ‘ 
Shreveport baa ! { 5.3 a Salt Lake City, Utah ( mI 
New Iberia... . ; - owe Honolulu, T. H. > 5 2t 
Knoxville, Tenn,. . f f one Fairbanks, Alaske .. ‘ 37 
Memphis...... 5.3 an Juneau 20 | 2 
Chattanooga. . rte ‘ . eee *Standard No. 2 Burner Oil 
Nashville... : , ; onus Taxes Honolulu — Diesel /furnace oil price is ex 1¢ territorial tax; all T.T. prices 
Little Rock, Ark.. : Hawaiian gross income tax of 1% to resellers, 2.5% to consumers 
*Prices apply for kerosine only. Notes: For other deliveries 4“ - ~ 
Heavy Fuels Chevron (regular)—Add to 406 gal and-over price 1¢ for 40-199 gal, 0.5¢ for 200-309 
No. 4 Fuel No. 6 Fuel gal. except to marine trade in Alaska where 0.5¢ differential applies to 40-499 gal; lor 
Newark, N.J..... ’ + oe $3. 702 $3.034 leas than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less thar 10 gal to u 
Baltimore, Md. vate demaesceutede 4.14 3.23 trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) price 
Washington, D. C. 1,050 gal minimum...... 4.43 © 3.26 L ra higher a Chevron (regular) for quantity delivered at points abov 
Taxes: Lousiana kerosine prices do not include i¢ state tax. poe A 9 id to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 x 
Note: Kerosine/No. i—Atlantic City prices are for deliveries of 300 gal or more: 3¢ for 200-399 gal; tank car/truck trailer, deduct 3.5¢. 
add 1¢ fot 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 2.5¢ above Diesel, furnace & stove oila—Add to 400-gal-and-over price 5¢ for less than 40 gal 
regular. 1¢ for 40-199 gal, 0.5¢ for 200-399 gal 
Subject to temporary voluntary allowance of 8¢ bbl. Continued on next page) 
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pstopte PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c¢ STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request | 


DEGREE DAY SYSTEMS 39-30n 58th st. WOODSIDE 77, N. Y. TWining 8-6666 
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Ohio Standard 


Sohio Extron Gasoline (Regular) No.1 No, 2 

Consumer Gasoline Kerosine Sohio- Sohio- 

Resellers T.W 8.8 Taxes T.W Heat Heat 

Akron 16.1 0 15.8 

Canton 16 0 15.8 5.8 

0 15.3 
0 15 

0 16% 
0 16 
0 15 
0 15 
0 15 

0 16.3 
0 15 

0 15 8 

RO 16 ¢ 


x 


5 8 


J 

1! 
Cincinnats 14 l 
Cleveland 16 It 
Columbus 161 ] 
Dayton 15 l 
Lima 16 | 
Manatfield 16 l 
Marion ! 
Portsmouth l 
Poledo l 
Youngstown i] 
Zanesville 1 


a ¢ 


we Be ee Ee ee Ee Be Ee ie 


) 
) 
) 
} 
; 


ie ee ee ee 


4 
; 


Notes: Kerosine, Nos. | & 2 Fuels Prices are for 100 gal or more; for 50-09 gal, 
I¢; 1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & 8.8. 4¢ above regular 


sellers 3.5¢ above regular. 8.8. prices are at company-operated stations 





Texas Company fon Angelo... 16 


4 
aco 4 
Fire Chief Gasoline Austin 16.4 
(Regular) Houston 15.4 
Con- Kerosine San Antonio 16 4 6 
Dealer sumer Dealer Port Arthur,, 15.4 15. 
T.W Ww. T.W 
Dallas, Tex 15 14% 
It. Worth 15 
Wichita Falls 16. 14 
Amarillo 16 ( 14% 
7 14 
15 


Gasoline taxes: 8¢. 


Notes: Prices are for min. 50-gal de 
liveries. Gasoline—Premium-grade t.w 
prices 3.5¢ above regular, except lil Paso, 
2.7¢ higher. Kerosine—Prices apply to 
dealers & consumers 


l'yler 16 
bl Paso 17 


Continental Oil 


N.B. Prices are Continental's tank wagon prices. Current selling prices may vary from 
those shown because of local conditions.) 


Conoco Taxes: Gasoline taxes include these 
Gasoline Gaso- Kero- city taxes; Albuquerque & Roswell, 0.5¢; 
T.W. line sine Santa Fe, Cheyenne & Casper, 1¢. 

(Regular) Taxes T.W. Discounts: Salt Lake Twin Falls 

, » £ — gasoline prices apply for deliveries of less 

Denver, Colo... 17.5 9.0 17.7 than 200 gal; 200-399 gal, deduct 0.5¢; 
Grand June- 400 gal & over, deduct I¢. 

tion me | 0 20 Notes: Premium-grade t.w. prices 3.5¢ 

Pueblo.. 18.2 0 18 above regular, except Utah & Idaho 

7 premium grade 3.0¢. 
Casper, Wyo.. 18.3 9.0 *Prices apply to dealers and consumers 
Cheyenne. . 18.5 9.0 except Oklahoma points where consumer 
Billings, Mont. 19.4 9.0 
Butte 20 5 9.0 


prices are 1¢ higher 
Great Falls 19.4 9.0 


elena Kentucky Standard 


Salt Lake City, 
‘t tah 7 ( Crown Gaso- Kero- 
7 Fall Gasoline line sine 
‘dak _ ae , T.W. Taxes 
dah« 21.3 2 
‘ Atlanta,Ga.. 16.4 95 16.0 


Albuquerque, 
N.M. Birmingham, 


18.0 
Loswell 17.4 
Santa Fe... 18.4 
Muskogee, 

Okla 16.05* 
Oklahoma 

City 16. 05* 


lulsa 16. 05* 


) | 16.3 11.0 15.9 
Jackson, Miss. 16.5 10.0 16. 
Jacksonville, 

PIM...» 16.1 10.0 16.0 
Louisville, Ky. 16 2 10.0 16.2 

Taxes: Birmingham gasoline taxes in 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢; 
Mississippi, 0.5¢ 


Service Station Building Permits: Second Quarter 


(Valuation in thousands 


Total 1958 
Geographic division second quarter April May June 
and State No. Val. No. Val. No. Val. No Val. 


United States total 2,072 $33,743 721 $11,558 | 683 $11,200 668 $10,995 


New England 72 965 22 319 22 264 382 
Connecticut 27 10 164 | i) 102 
Maine 7 ; 47 | 2 18 
Massachusett ; 5 60 114 
New Hampshire ° 
Rhode Island 2 4 48 
Vermont “i 


17 
* 


13 


Middle Atlantic i ,303 
New Jersey 2 { 5 234 


New York if } 42 722 


Pennsylvania 25 3 5 347 


East North Central 
Ilinois 
Indiana 
Michigan 
Ohio 


Wisconsin 


West North Central 
owa S50 
Kansas ou 
Minnesota 949 
Missouri 32 502 
Nebraska 240 
North Dakota 230 
South Dakota 109 


*None reported 

Building permits are issued for all types of service station construction—remodeling, 
additions, major repairs, ete.—and should not be censtrued as representing only new 
stations. No adjustment has been made for lapsed permits nor for time lags between 
issuance and the time of construction. The report covers areas representing 80°; of the 
total U.S. nonfarm population (as of 1950 Census). 

Source: U.S. Department of Labor 


132 


Total 
Geographic division second quarter 
and State No. Val. 


South Atlantic ; 5,752 
Jelaware 251 

District of Col... 71 
LR 2 ,801 | 
Georgia - é 710 | 
Maryland...... ‘ 740 
North Carolina... 
South Carolina 
Virginia 
West Virginia 


East South Central 
Alabama.... 
Kentucky 
Mississippi 


Tennessee 


West South Central 
Arkansas 
Louisiana 
Oklahoma 
Texas 


Mountain 
Arizona 
Colorado 
Idaho 
Montana 

evada 
New Mexico 
Utah 
Wyoming 


— 
o 


ee 


Pacific 
California 
Oregon 
Washingten 
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Gasoline Prices for 55 U. 4 Cities _ 


_ Dealer tank wagon and retail prices for regular-grade (he 
in 55 representative U. 8. cities on Nov. 1, 1058 as 


Service 

Dir. T. W. Station 
(ex tax) ex tax 

Average U.S d-16.08 d-21.05 
Portland, Me - 50 17.90 
Manchester, N. H 5.90 
Burlington, Vt. 60 
Boston, Mass. - 10 
Providence, R. |. -14.40 
Hartford, Conn -14. 40 
Buffalo, N. Y -16.10 
New York, N. Y -15.90 
Newark, N. J 20 
Philadelphia, Pa. -14.60 
Wilmington, Del. -14.90 
Baltimore, Md. -14.90 
Washington, D.C -14.90 
Charleston, W Va. 5.90 
Norfolk, Va : - 
Charlotte, N. C -15.15 
Charleston, 8. ( 50 
Atlanta, Ga. - 4() 
Jacksonville, Fla. -13.90 
Birmingham, Ala 
Jackson, Miss >. 50 
Memphis, Tenn -10.90 
Louisville, Ky 
Cleveland, Ohio ; -16.10 
Cincinnati, Ohio - 40) 
Indianapolis, Ind 5.70 
Chicago, Ill. 
Detroit, Mich. -12.30 








This Is Your 


Market Place 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., 
New York 36, N. Y. 











@ SOLVENT NEUTRALS 
AND BRIGHT STOCKS 
@ MULTI-PURPOSE OILS 
@ CYLINDER STOCKS 


KERR-McGEE OIL INDUSTRIES, INC. 


J0O6N Robinson + Phone RE 90611 + Oklahoma City 
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News are shown below gures are in ¢ per 


yuse-brand) gasoline, and taxes 
compar ed wit eos lax col. indicate 


compiled by Natio mal Petroleun as 


Service 
Station 
incl. tax 


Tax 
incl. 3¢ 
federal 

9 00 d-31 

& OO d-26 { 

9 00 

ooo 

oo 

9 00 


Service 


Service 
Station 


Station 


Tax 
incl. 3¢ 
federal incl. tax) 

8 94 d-29 99 
10.00 27.90 

4.00 90 

1 50 33.90 

& 50 90 

9 00 -26 90 ves, I: 

9.00 7 90 St. Louis, 5% 21.4 7. 50°** 

7 00 00 ) 

7.00 32.50 

00 v0 
OO d-26 40 
00 7 90 

YOO 5 0 

9 00 4 UD 

9.00 90 

9 00 y. 40 

Oo 20 90 
oo oO 
1.50 - 90 
00 25.90 
0o** 31.90 
00 d-31 50 
Ow d-24. 90 
00 90 
00 -28 40 
oO 26.00 
ww 4 40 
OO d-31.10 
40 


Dir. T. W 


ex tax 


The Best | 
FAV E R-Tl T E Quick tcoplings 


can make all these claims 


Superior quality 
—precision machined 


Uniform wall thickness 


—no weak spots il 


Extra heavy reinforcing rim j 


Larger diameter cam ears 
for longer service life 


Extra 
Hi-Strength 
forged 
handles 
— greater 
economy 


Stainless 
Steel pins 


—greater 
safety and 
longer 
service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


Superior quality 
—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 ° 
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“swe count on WHITE Dependability 


and get 


Top Fuel Mileages, too! 


...John T. Hearn, Plant Superintendent, 
GREAT WESTERN PRODUCERS, INC. 
Irving, Texas 





WHITE DIESELS WITH NH-180 POWER FOR RUGGED SCHEDULES, 
TOP MILEAGES AND LOWEST FUEL COSTS 


Here’s a great report on the performance of the new White 4400TD 
with NH-180 Power! 
Hauling from Texas oil fields and various refineries, with top pay- 
loads on fast schedules, Great Western Producers, Inc., like what 
they’re getting in this powerful, new White. 
“In our type of business,” John T. Hearn, Plant Superintendent 
says, “these trucks have to run night and day—on tight schedules. We 
are getting in excess of seven miles per gallon of fuel for top economy. 
nd we can count o » dependabili ite Trucks—always!”’ 
A d we can cou ton the de pe nd ibility of White Trucks always THE WHITE MOTOR COMPANY 
Find out for yourself! Get facts today about the earning power . 
; _ . A Cleveland 1, Ohio 
of these new White Diesels—in your business. 


For More Than 55 Years The Greatest Name In Trucks 
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News Notes... 





H. S. M. Burns, president of Shell Oil 
Co. and chairman of the board of the 
American Petroleum Institute, has ac- 
cepted the presidency of the Fifth World 
Petroleum Congress. 

~ 

John B. Coghi'l of Nenana and Jack 
Hinckel of Kodiak, both Union Oil Co. 
consignees, were delegates to Fairbanks 
for the forming of Alaska’s new state 
constitution. 

Another Union consignee, Cliff Ander- 
son, did hmself proud by winning the 
Craig salmon derby with a 68 pound, 
5 ounce entry. 

° 

F. E. Rosenstiehl is the new president 
of the National Lubricating Grease In 
stitute. He is manager of The ‘Texas 
Co.’s product development and control 
division. Rosenstiehl has been an NLGI 
director since 1950 and was vice presi 
dent last year. 

» 

Ted Groebl will stay in Big Springs 
Fex., to direct his other oil interests even 
after the Westex Oil Co., Shell jobber in 
the western Texas and eastern New Mex 
ico, moves to Odessa, Tex. The move 
will be completed this spring. Bernie 
Coughlin, executive vice president, and 
J. J. Tyler, office manager, will both 
move to Odessa. C. E. Cole, Odessa dis 
trict manager for the last five years, be 
comes general sales manager 

Westex also announces that Jerry Wor- 
thy, consumer sales manager, has retired 
to enter the building business in Big 


Springs. a 


F. D. Croley, Texas Co. general sales 
man in Gadsden, Ala., received two 
awards for saving the life of a 24-year- 
old farmer last winter—the President’s 
Medal of the National Safety Council 
and the American Petroleum Institute's 
meritorious safety award. 
e 

L. W. Robbie, formerly vice-president 
and general manager of Republic Oil 
Refining Co., has joined Texas City Re 
fining as vice president of plant opera 


ions. 
tions © 


Co 
new 
five 


Thomas Christen, Standard Oil 
(Ohio) farm sales manager, has a 
weekday radio program featuring 
minutes of news and advice to farmers 
For the past two years, he has con 
ducted a weekly farm program 

a 

Alex Hannum, former coach of the 
St. Louis Hawks, has been named to 
succeed Bruce Drake as coach of the 
Wichita Vickers, co-champions of the 
National Industrial Basketball League 
Drake is entering the real estate business 
in. Norman, Okla 

» 

F. C. (Hugh) Moore, York Oil Co., 
Hampton, Va., is recovering slowly but 
surely. He suffered a cerebral hemor 
rhage several months ago, the same 
day his five-year-old daughter died of 
a blood disease 
1958 + 
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Marshall S. Pease 


Tidewater Shifts Nine in West 


Frank B. Fulenwider is the new as 
sistant division marketing manager of 
lidewater’s western division (seven states 
and Hawaii) headquartered in San Fran 
cisco. Formerly manager of the central 
division sales department in Tulsa, Okla., 
Fulenwider replaces Marshall S. Pease, 
who becomes manager of the San Fran 
cisco sales district. 

Charles R. Clark of San Carlos, Calif., 
becomes acting assistant district market 
ing manager in San Francisco. George D. 


Gavin, manager of dealer and distributor 
relations, becomes assistant to Pease 

James A. Ransford was named man 
government and is suc 
manager by 


manager of 


ager of sales 


ceeded as wholesale sales 
Don T. Whalen, formerly 
distributor 

Richard M. Truett becomes acting dis 
tributor sales manager and Eric Freitag, 
Sacramento district marketing 

takes over management of 


retail 


sales 


former 
manager, 


division sales 





Gg. ie 
strom, the 
employe in point 
of service in Hum 
ble Oil & Refining 
Co.'s marketing 
department, 
retired. He joined 
Humble in Jan 
1918, the sec 
ond employe hired 
activity 
started 


Borg- 


senior 


has 


uary 


for sales 
Borgstrom 


Borgstrom 
e stenographer, 


as a 
was Office assistant to the assistant 
sales manager, and most recently mark 
eting assistant in general office 

o 
Truman H. Gish, 
Naph-Sol Refining Co. for 


years, 


later 
sales 
managel ol 


the 
president in 


sales 
past five 


was elected vice 


charge of sales 
- 

Corliss L. Weltner, division manager 
for Elk Refining Co. in Parkersburg, was 
named “Oil Man of the Year” by the 
West Virginia Petroleum Assn. He re 
ceived his award for outstanding 
teer service to the legislative and 
mation programs of the 

WVPA also re-elected J. F. Bedell, 
Esso Standard Oil Co., Charleston, chair 
man, and I. Van Meter, Pure Oil Co 
Charleston, chairman 

. 
Parker, Parker Oil Co., Sout! 
Va., has just opened a new bulk 
and Victoria 


volun 
infor 


association 


vice 


ke We 
Hill, 
plant 


service station at 


NEWS 


Fred M. 
feld, 34, 
elected president ol 
the Indiana Inde 
pendent Petroleum 
Assn Fehsenfeld 


also a member of 


ehsen- 
Was 


the economic con 
commit 
Nation 


Jobber: 


centration 
tee of the 
al Oil 
Council 
cently 
lent of IIPA 

He is vice president of Royal 
Petroleum Corp. of Indianapolis, found 
ed by his Fred Fehsenfeld, was 
Purdue University, and 
into the business. He was a 
World War Il 

Other newly-elected 
Arnold Jones, Everybody's 
Anderson, vice president 
Jones, Capital Oil Co 
Hoppe, Hoppe Oil Co 


a new board 


Was re 


vice presi 


Fehsenfeld 


Flash 


father 
graduated from 
went right 
flier during 
officers are 
Oil Corp 
and Emmett 
Camby. G. E. 
Huntington, i 
member 
s 


Charles D. Burnett, Burnett Oi! Co 
Mt. Olive, was elected president of the 
North Carolina Oil Jobbers Assn. An 
Amoco jobber, he was vice president last 
I. Ed Brown, 
Wilson. Reelect 


year. New vice president i 
Brown Oil Co. (Pure) 
ed vice president for fuel oil was Joe L. 
Berry, Berry Coal & Oil, Green 
Treasurer is G. E. Maultsby, Maultsby 
Oil Co. (Shell), Jacksonville 

Elected to the 


boro 


board of director lor 








About Oil People 


three-year terms were: Sink Walser, 
Salisbury (Phillips); S$. D. Wooten, 
Goldsboro (Shell); S. D. Bryan, Raleigh 
(Phillips); George Blackwelder, Jr., Hick- 
ory (Amoco), and J. Parks Gwaltney, 
Durham (Cities Service). One-year terms 
went to: Pete Lindsey, Lumberton (Shell); 
Frank Erwin, Durham (Amoco), and A, 
J. Carey, Kinston (Socony). 

The consignment distributors section of 
NCOJ elected Shelton Castleberry of 
Smithfield chairman. M. W. Stanzil of 
Selma was elected vice chairman, and 
Rex Best of Stantonsburg was re-elected 
secretary-treasurer, 


J. W. Young, Phillips jobber in Spring- 
field, Mo., is mighty proud of a former 
service station employee, Daniel Scrog- 
gins. Scroggins won a Fulbright scholar- 
ship for graduate study in Latin Amer- 
ican literature at the University of 
Buenos Aires, Argentina 

« 

Otis Ellis wasn’t able to appear as 
scheduled at the Mississippi Oil Jobbers 
Assn. management institute because of 
his automobile accident in August. But 
with great effort he himself secured a 
capable replacement, Harry Kennedy, 
vice president of Continental Oil Co. 
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Reinforced and Regular for all 


Passenger Cars and Trucks 


Designed for TBA Profits! Here’s why: 


* Complete Line 


reinforced and regular grades, 


a size to fit any vehicle. 


* Packaged—more effective display, easy handling. 


¢ Advertised to your dealers. 


¢ Quality Product 


gives customer satisfaction, 


builds profitable repeat business. 
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Certificates of appreciation were award- 
ed to three oilmen by the American 
Petroleum Institute’s marketing division 
at last month’s annual meeting. Recipi- 
ents were: P. W. Engels, Samuel Rosen- 
wasser and Nelson H. Seubert. Engels, 
now with Shell Oil Co.’s marketing ad- 
ministration department, was marketing 
operations manager until early this year. 
He is retiring at the end of this year. 
Rosenwasser organized his own company, 
S. R. Service Stations, in 1942. It oper- 
ates in New York City. Nelson Seubert 
joined Standard Oil Co. (New Jersey) 
in the marketing coordination depart- 
ment just after World War II and has 
been concerned with market research 
ever since. He plans to retire next 
summer. 

. 

Charles Hay, executive vice president 
of Royalite Oil Co., Ltd., was named 
president, succeeding Ray Althouse. He 
also becomes president of Royalite Hi- 
Way, marketing subsidiary. 

7 

FE. K. Bennett of E. K. Bennett, Long- 
view, Tex., is still recuperating from his 
automobile accident Sept. 15. He was re- 
turning from a funeral during a heavy 
rain when he skidded near Jacksonville 
and was hit broadside by an oncoming 
car. Bennett spent some seven weeks in 
the hospital before he was allowed home. 
Injuries included 11 broken ribs, a broken 
elbow, fractured ankle and a fractured 
pelvis. He underwent surgery for inter- 
nal injuries. 

® 

Lisle W. Sweet, Pure Oil Co. vice pres- 
ident for retail marketing since 1951, 
was named marketing vice president. 
Harry L. Moir, assistant vice president 
for retail marketing since 1951 and gen- 
eral manager for the past year, becomes 
vice president for retail marketing. Also 
elected vice presidents were: Allen C. 
Hutcheson, secretary, and Raymond F. 
Sturgis, treasurer. In announcing the ap- 
pointments, Pure stressed its program of 
developing young, aggressive and experi- 
enced vice presidents. Moir is 50, Hutch- 
eson, 45, and Sturgis, 43. 

* 

F. J. Moore, president and general 
manager of Reliance Petroleum, Ltd., 
has been appointed a vice president of 
Supertest Petroleum, Ltd. He continues 
as president, while the general manager 
post goes to R. O. Spiller, formerly as- 
sistant to the president. 

¥ 

Robert J. (Jim) Tracy, dealer sales 
manager in the Columbus division for 
Standard Oil Co. (Ohio), was promoted 
to retail sales manager there. He suc- 
ceeds William J. Beckett who has re- 
tired. 

7 

William W. Eversmann has _ been 
named general manager of sales for Har- 
tol Petroleum Corp., New York. 
Formerly district manager in Baltimore, 
he is now responsible for sales from 
Maine to Wilmington, N. C. Eversmann 
succeeds K. H. Dunbar, now head of 
Onco Oil Co. (NPN—Nov. p89). 
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Cunningham 


Eustis Drew 


C. A. Foster, Jr., was named market 
ing vice president of Shell Oil Co. of 
Canada, Ltd. He has been Shell’s di 
vision manager in Albany since 1954 
and before that was assistant to the 
general sales manager in San Francisco. 
Foster succeeds A. L. Wilson, now vice 
president in charge of a newly estab- 
lished office in Ottawa. At the same time, 
S. C. Burnet, general sales manager of 
Shell of Canada since 1955, comes to 
New York as special assistant to the 
general manager of head office mark 
eting departments. 

Edward A. Cunningham, division 
manager at Baltimore, moves north to 
succeed Foster at Albany. H. S. Eustis, 
assistant to the general manager of head 
office marketing departments, succeeds 
Cunningham. 

P. G. Drew becomes manager of the 
Portland, Ore., division, succeeding G. 
V. Birkinshaw, who retires Dec. 31 after 
more than 36 years with the company. 
Drew has been on special assignment 
to the vice president in charge of West 
Coast marketing. 

In the industrial products department, 
B. G. Symon, manager, becomes general 
sales manager for International Lubri 
cant Corp., a Shell subsidiary in New 
Orleans, and is succeeded by T. F. 
Shaffer, formerly assistant manager. J. 
L. Webster, sales manager for Inter- 
national Lubricant, becomes assistant to 
the manager of industrial products in the 
San Francisco office. 


Stephen M. Fleener, executive secre 
tary of the Indiana Independent Petro 
leum Assn., resigned effective Nov. 21 
Fleener had been with the association 
for six years. Now he is becoming area 
representative of Triangle Refineries, 
Inc., of Houston, Tex., an independent 
refiner coming into the greater Indianap 
olis market. 


Dexter Hubbard, Hotchkiss Oil Co., 
Fredericksburg, Va., has found it takes 
a lot of shopping around to find tame, 
healthy goats for sale. They're his so- 
lution to keeping the grass around the 
bulk plant trimmed. After looking for 
some time, Hubbard missed his first 
chance to buy two or three because the 
sale fell on the same day as the Virginia 
jebber association meeting. Or so he 
thought. He had the dates wrong; the 
sale was a week earlier 

+ 

William Lichte, formerly district man- 
ager for Sinclair Refining Co.'s Colora- 
do-Wyoming district, has transferred to 
Kansas City to join the division mana- 
gers staff. Count C. Cruea succeeds him. 
Sinclair also aanounces Paul Bachman 
as new branch manager in Denver 


Stanton D. Tubb, Tubb & Hill Oil Co., 
Sparta, was re-elected president of the 
Tennessee Oil Men's Assn. Others elected 
were: Carlyle Jennings, Jennings Oil Co., 
Murfreesboro, Middle Tennessee vice 
president; and three directors-at-large, 
A. J. White, Kingsport Oil Co., Kings 
port, John Maggart, Mixon Nollner Oil 
Co., Carthage, and J. C. Brooks, Westate 
Oil Co., Milan. 

- 

G. L. Dixon has been transferred by 
Gulf Oil Corp. from the Atlanta division 
to the Toledo division as manager of 
supply and operation 

7 

The oil industry advisory committee of 
Western Michigan University’s petroleum 
distribution course has two new officers 
S. K. Makemson, vice president and sales 


foolproof 
valve 
performance 


In gasoline retailing, profitable operation calls 
for fast, efficient handling of fuel without in- 
terruption. That’s possible only with aid of 
perfectly functioning valves. Be sure! Rely on 
the famous Tokheim poppet. It’s five ways 


better. 


@ All working parts are cadmium plated or 


stainless steel 
@ Rounded seat prevents valve sticking, 
dirt collecting 


®@ Quick-acting, light tension (6 oz.) spring 


@ Equipped with hook for easy removal of 
poppet without disturbing pipes 


@ Won't stick, won't leak, won't impede flow 


Vertical Check Valves Angle Check Valves 


Also, this poppet is twice tested against leak- 
age at the factory—use-tested and proved in 
thousands of installations. Check your valve 
requirements. Call your Tokheim representa- 


tive for full information. 


OKHEIM 


Horizontal Check Valves 


impact Check Valves 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 Wabash Avenue SINCE 1901 


Fort Wayne |, Indiona 





VALVES 


Subsidiaries 


Tokheim N.V., Leiden, Holland — GenPro, inc., Shelbyville, ind 


Factory Branch. 475 Ninth Street, San Francisco 3, Califorma 
in Canada: Tokheim-Reeder of Canada, 205 Yonge St., Toronto, Ont 
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director, Bennett Pump division, John 
Wood Co., chairman, and Wayne Burks, 
district manager, Ohio Oil Co., Lansing, 
Mich., vice chairman, 
« 

John K. McKee 
was appointed 
manager of Sun 
Oil Co.'s Ohio 
Valley sales re 
gion. He succeeds 
Millard H. Poole, 
who died recently 
(NPN Nov 
pl&&) 

McKee moves 

fo Ciag¢c in 
nati, Ohio, from 
Philadelphia,  Pa., 
where he was assistant manager of the 
Middle Atlantic sales region for almost 
two years, William F. Hinze was ap- 
pointed office manager of the Greens 
boro, N. C., sales district 


McKee 


* 

Carl W. Mueller, Muelicr Oil Co., 
Columbus, was re-elected president of 
Nebraska Petroleum Marketers, Inc 
Also re-elected were G. A. Spohn, of 
Kearney, first vice president, and L. M. 
Shultz, of Rogers, second vice president. 
Clayton Peterson, Cushing Oil Co., St. 
Paul, is the one new board member 

° 

Bryon W. Schroeder is the new ex 

ecutive secretary of the Illinois Petro 


4 ts 
ROTARY positive 
displacement pumps 

with the patented GRANCO “universal 
joint” pumping action! Compact, rugged de 
signs for light or heavy duty service. 
GRANCO fast-flow suction strainers are avail- 


able for all models. 


Granco’ 
LINE 





angular rotary motion — 

is the practical answer 

to frictionless metering! HIGH ACCURACY is 
maintained with minimum slippage; large 
measuring chambers deliver more liquid per 
revolution; precision adjustment dials permit 
quick, accurate volume change. 


Write TODAY for FREE Engineering 


and Data Manual on 





Pumps and Meters 


D] PUMPS and METERS 


Manufactured by 
GRANBERG CORPORTION 


1313 Sixty-Seventh Street, Oakland 8, California 
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Double Scotch, Anyone? 


With Christmas coming up, you may 


remember (even admire) the hundreds of 


economy-minded people who mailed 
their Christmas cards last summer be- 
fore the one-cent boost in postal rates. 
L. M. Stevens did even better than that. 
He not only saved postage, he sent a 
card he’s been using for more than ten 
years 

The card keeps shuttling back and 
forth between Stevens, who is in Esso 
Standard Oil Co.’s New York employe 
relations department, and K. L. McBeth, 
in Esso’s Pittsburgh grease plant. The 
receiver carefully preserves it until the 
following Christmas and returns it to 
the sender. 





leum Marketers Assn. For the past four 
years he has been director of public re- 
lations for the General Telephone Co. 
of Illinois. Schroeder, a graduate of the 
University of Kansas, is a_ native of 
Leavenworth. He is married and has 
two small daughters. 

Schroeder succeeds E. Keith Edwards, 
who died June 9 after an illness of more 
than a year. 

. 

W. B. Wright, regional sales manager 
for California Co.’s Chevron sales di- 
vision at Denver, moved to San Fran- 
cisco as assistant general manager, retail, 
for Standard Oil Co. of California, 
Western Operations, Inc. Both are Stand 
ard of California subsidiaries. W. H. 
Bade, formerly special assistant to the 
marketing vice president of Western Op- 
erations, succeeds Wright at California 
Co. 

A. B. Woodside, San Jose, Calif., dis 
trict sales manager, wholesale, Western 
Operations, was named assistant regional 
manager, wholesale, in Phoenix, Ariz. 
Clifford H. Abrams, district sales mana- 
ger in Everett, Wash., succeeds Wood 
side 

+ 

F. M. Rider has been named to the 
new staff position of assistant to the di- 
rector Of marketing at Lion Oil Co. He 
has been manager of station sales since 
1936. Lyle D, Sullivan, D-X Sunray Oil 
Co. assistant manager, southern division, 
Pulsa, Okla., joins Lion as Rider’s suc- 
CeSSOT 

e 

W. O. Holleman was appointed sales 
manager and L. W. Schreihofer an ad- 
ministrative assistant, of American Oil 
& Supply Co., Newark, N. J., lube and 
solvent manufacturers and marketers. 

* 

Fred P. Sewell, vice president of 
marketing and manufacturing for Delhi- 
Taylor Oil Corp., has moved his offices 
from Dallas to Corpus Christi. 

* 

J. Ed. Warren becomes chairman of 

the executive committee and a member 


NATIONAL 


of the board of directors of Cities Serv- 
ice Co. He resigned as senior vice presi- 
dent of the First National City Bank 
of New York to join Cities Service. 

* 

J. B. Turk, 
American 
Oil Co.’s division 
manager in Phila- 
delphia since 1936, 
has retired. Turk 
started in the in- 
dustry in 1910 
with the  Inde- 
pendent Refinery 
Co., Oil City, Pa. 
He was later with 
Foco Oil Co., 
Reading, and Am- 
erican Refining 
Co., Titusville. From 1926-29 Turk had 
his own chain of service stations. He 
sold out to Cities Service and became 
their Pittsburgh sales manager. He 
joined Amoco in 1933. 

William B. Fenwick, assistant Phila- 
delphia division manager since 1954, 
moves up to succeed Turk. 

ry 

J. Howard Cor- 
ry moves up from 
assistant manager 
to manager 
of American Oil 
Co.’s heavy fuel 
oil department. He 
joined Amoco in 
1946, was named 
assistant manager 
in 1957. 

Corry succeeds 
H. J. Wylie who 
has retired. Wylie 
joined Amoco as a fuel salesman in New 
England in 1921, became New England 
fuel oil manager in 1941, and company 
manager four years later 

. 

Charles J. Sheketoff, president of 
American Coal Co., Hartford, Conn., 
won the Hartford Junior Chamber of 
Commerce 1958 Outstanding Boss award. 

© 


Ira F. Archer, Jr.. was named district 
manager, Pittsburgh sales district, for 
Gulf Oil Corp. Formerly merchandising 
manager, Philadelphia division, Archer 
succeeds B. H. Ellinger who retired af- 
ter 24 years with Gulf. 

e 


Turk 


Corry 


Curtis Odom, Pure Oil jobber in Ben- 
nettsville, S. C., died Sept. 27. He had 
been ill for several months, but his death 
was unexpected when he entered the 
hospital for a routine check-up 

* 

Walter W. Scheumann, 57, vice presi- 
dent and general manager, Cities Service 
Research & Development Co., died sud- 
denly Oct. 5 at his home 

* 

E. W. Maddox, Sr., Maddox Oil Co., 
Derby, Colo., died recently. He was 72. 

Maddox started in the oil business in 
1929. His son, Elliott, Jr.. will continue 
to run the business 
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Coming Meetings 


DECEMBER 


Vil Industry TBA Group, national conven- 
tion, Chase-Park Plaza Hotel, St. Louis, 
Dec. 1-2. 

Interstate Oil Compact Commission, Hote! 
Muehlebach, Kansas City, Mo., Dec. 1-3 


JANUARY 1959 


Arkansas LP Gas Assn., semi-annual meet 
ing, Hotel LaFayette, Litthke Rock, Jan, 11-12 
Kansas Oil Men’s Assn., annual convention, 
Wichita, (hotel not available at publication), 
Jan. 11-13. 

Kentucky Petroleum Marketers Assn., 33rd 
annual meeting, Brown Hotel, Louisville, 
Jan, 13-15 

Nebraska Petroleum Marketers Assn., annual! 
management institute, University of Ne 
braska, Lincoln, Jan. 13-15 

Independent Oil Men’s Assn., annual meet 
ing, Hotel Statler, Boston, Jan. 14 
Northwest Petroleum Assn., annual meet 
ing and trade show, Hotel Nicollet, Minne 
apolis, Jan. 21-22 

Oil Trades Assn. of New York, Waldorf 
Astoria Hotel, New York City, Jan. 22 


National Assn. of Oil Equipment Jobbers, 
Management institute, University of Okla 
homa, Norman, Feb. 4-6. 

Missouri Petroleum Assn., annual conven 
tion and exhibit, Muehlebach Hotel, Kansas 
City, Feb. 9-11 

Intermountain Oil Jobbers  Assn., 
lropicana, Las Vegas, Feb. 12-13. 
Packaging Institute, Petroleum Packaging 
Committee, Goodhue Hotel, Port Arthur, 
Texas, Feb. 16-17 


Hotel 


lowa Independent Oil Jobbers Assn., annual 
meeting and trade show, Ft. Des Moines 
Hotel, Des Moines, Feb. 17-18 
Oklahoma Oil Jobbers Assn., management 
institute, Thru-University of Oklahoma, 
Hotel Lockett, Norman, Feb. 24-26 
Wisconsin Petroleum Assn., annual meeting, 
Hotel Schroeder, Milwaukee, Feb. 25-26 
API, Lubrication Committee, Sheraton 
Cadillac Hotel, Detroit, Feb. 26-27 


Society of Automotive Engineers, passenger 
car, body, and materials meeting, Sheraton 
Cadillac Hotel, Detroit, Mar. 3-5 

Illinois Petroleum Marketers Assn., 37th an 
nual meeting and trade show, Hotel Morri 
son, Chicago, Mar. 10-11, 

Northwest Petroleum = Assn., management 
institute, Oil Men’s Club, Nicollet Hotel, 
Minneapolis, Mar. 15. 

Ohio Petroleum Marketers Assn., annual 
meeting and trade show, Deshler-Hilton 
Hotel, Columbus, Mar. 18-19 

> Oklahoma Oil Jobbers Assn., annual spring 
convention, Oklahoma City, (hotel not avail 
able at publication), Mar. 18-19. 

Florida Petroleum Marketers Assn., spring 
meeting, Robert Meyer Hotel, Jacksonville 
Mar. 20-21 


APRIL 
Empire State Petroleum Assn., annual meet 
ing, Hotel Astor, New York City, Apr. 5-7 


North Carolina Oil Jobbers Assn., manage 
ment institute, University of North Carolina, 
Chapel Hill, Apr. 12-17. 
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National Petroleum Assn., semi-annual meet 
ing, Hotel Cleveland, Cleveland, Apr. 15-17 
American Society of Lubrication Engineers, 
annual meeting and lubrication exhibit, Hotel 
Statler, Buffalo, Apr. 21-23. 

Assn. of American Battery Manufacturers, 
Hotel Americana, Bal Harbour, Fla., Apr 
93.95 

Oil-Heat Institute of America, management 
institute, Seattle (hotel not available at pub 
lication), Apr. 29-May 4 


MAY 
> Tennessee Oil Men’s Assn., spring meet 
ing, Andrew Johnson Hotel, Knoxville, May 
3-5. 
National Tank Truck Carriers, annual meet 
ing, Shoreham Hotel, Washington, D. ¢ 
May 3-6 


Liquefied Petroleum Gas Assn., annual meet 
ing and trade show, Conrad Hilton Hotel, 
Chicago, May 3-6 


API, Lubrication Committee, San Marcos 
Hotel, Chandler, Ariz., May 4-6 


Independent Oil Men’s Assn., annual con 
vention, Hotel Statler, Boston, May § 


Pennsylvania Petroleum Assn., spring meet 
ing, Hotel Bedford Springs, Bedford, May 
10-12. 


Louisiana Oil Marketers Assn., annual meet 
ing, Hotel Roosevelt, New Orleans (date not 
ivailable at publication) 


ars 
now LY 
LISTED WITH 
HOLD-OPEN 
LATCH 


Use fill up time 
for customer 


attention time! 


National Oil Jobbers Council, mid-year meet 
ing, Ft. Des Moines Hotel, Des Moines 
May 24-27 

API, Marketing Division, Savery Hotel, Des 
Moines, May 27-29 

Fifth World Petroleum Congress, the Col) 
seum, New York City, May 31-June 6 


Pm Interstate Oi) Compact Commission, Hotc! 
Roosevelt, New Orleans, June 15-17 
Wisconsin Petroleum Assn., summer goll 
tournament, Dell View Hotel, Lake Delton 
June 16 

American Society for Testing Materials, 
annual meeting, Chalfonte-Haddon Hall 
Atlantic City, June 21-26. 


American Soc'ety of Lubrication Engi- 
neers and American Society of Mechanical 
Engineers, lubrication conference, Sheraton 
McAlpin Hotel, New York City, Sept. 19-21 
Pennsylvania Petroleum Assn., Pocono 
Manor Inn, Pocono Manor, Sept. 20-22 

> National Assn. of Oil Equipment Jobbers, 
Hotel Leamington, Minneapolis, Sept. 27-29 


American Petroleum Credit Assn., Hotel 
Radisson, Minneapolis, Sept. 27-30 


& First listing 


That’s right! You don’t have to 
stand by idly holding this Nozzle 
Just stick it in the fill pipe, 
squeeze the valve lever open and 
engage the hold-open latch. While 
it fills the tank you service the car, 
When the tank is filled 
the, Fil-O-Mati« t 


ell extra 
ut , off a ito 
Saves time, labor, 


matically 


money No overflow Ss, no gas 


7 


stains on car body to clean off, no 


angry customers 


Opw's NO.1 


FULLY AUTOMATIC 
1 See), (ey a 4m — 


oT -Tdaalit- Be celemlomel ha - mio celiaal- la) 


tT ied leot- me alisMmelal-Maal- tall 


Stop working for your pump nozzle. Get 
the Nozzle that works for you—OPW'S 
No. 1811-H Fil-O-Matic, the Fully Auto- 
matic Shut-Off Nozzle. Write on your 
letterhead for more information. 


OPW coRPORATIO 


2735 COLERAIN AVE 4 q 
CINCINNATI 25, OHIO 
PHONE: Kirby 1-5400 


—— VALVES @ FITTINGS © ASSEMBLIES for handling hazardous liquids 


NEWS 
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CLASSIFIED 


DISPLAYED RATE INFORMATION UNDISPLAYED RATE 


The advertising rate is $17.75 per inch for BOX NUMBERS count one additional line in $1.80 a line. Minimum 3 lines. To figure ad- 
Equipment and Business Opportunity advertis- undisplayed ads vance payment count 5 average words as a 


ing appearing on other than a contract basis. ge aod om 4 Oe qumen ane line (see § on Box Numbers.) 

Contract rates quoted on request. undisplayed ads _ (not_ including hare POSITIONS WANTED. Undisplayed rate is one 
. AN ADVERTISING INCH is measured inch < 

Employment opportunities $27.00 per inch, vertically on one column, 3 columns—30 Pode half of above rate, payable in advance, 

subject to Agency Commission. -to a page. PROPOSALS, $1.80 a line an insertion. 


| 
“ail 


Send NEW ADVERTISEMENTS to Classified Advertising Division, NATIONAL PETROLEUM NEWS 
P.O. Box 12, N. Y. 36, N. Y. SECTION CLOSES December 11th for January issue. 


y’ 





ADDRESS BOX NO. REPLIES TO: Box No. 
PETROLEUM SALES ( epost — ee publication, 

YORK 36: P. O. BOX 12 

We can highly reward men who have recent extensive wholesale petroleum sales experience. SAN PRANCIEC ey en iy 
Prefer men experienced in developing new petroleum departments and selling a whole 
program. Sales to established accounts also, Good starting salary plus incentive plan, : 
expenses, car furnished, and liberal employee benefits. These opportunities, the duties, Excellent Selling Opportunity Available—Excel- 


and salaries are not for trainees. Two territories—one Oklahoma; the other South Central lent opportunity available as Assistant Sales 
; F ; ; Manager with leading midwest Manufacturer of 

lowa. Reply by letter only—confidentially stating your experience, age, education, salary marketing equipment for service stations. Desired 
‘ age: 27-35 years, engineering degree preferred. 
requirements and territory preferred, Experience selling major oil companies and oil 
equipment jobbers helpful, travel necessary. 
CONSUMERS COOPERATIVE ASSOCIATION Write in confidence, giving complete details. 

P-9379, National Petroleum News. 
P.O. Box 7305 : K. C, 16, Mo. 


Attn.: Dept. 16 


POSITION VACANT 


POSITIONS WANTED 





C.E.—13 years experience with major oil com- 
pany in construction and maintenance bulk 


PETROLEUM MARKETING EXCELLENT SELLING ii Wate ware So nos 
SALES EXECUTIVE OPPORTUNITY AVAILABLE , rca ww aK 
Because of its expanding operations, the | | EXCELLENT OPPORTUNITY AVAILABLE merteaing Sale, ing, Bret, : 


Ada Oil Company, home office in Houston, ing management for top major oil and 
Texas, is interested in htalting the —_ AS ASSISTANT SALES MANAGER marketers. Resume on request. PW-9239, 





: 2 : tional Petroleum News. 

ices of top sales executives with the neces- with leading midwest manufacturer of 

sary drive, initiative, experience and sales marketing equipment for service stations. 

“1s how to compete ea high! ae Desired age 27 to 35 years. Engineering de- BUSINESS OPPORTUNITIES 

titi field of P , “va ay pe- gree preferred, Experience selling major oil r 

itive field of petroleum mar eting sales. companies and independent oil jobbers Bulk Oil Plants Propane Gas Plants—Selected 

Applicants must qualify with successful helpful. Travel necessary. Write in con- properties throughout the midwest. We specialize 

Petroleum Marketing experience in the fidence giving complete details. in selling petroleum properties. Ole Brodd Petro- 
f | : | Jeum Marketers, 605 Produce Bank Bldg., Minne- 

areas Of sales promotion, sales management SW 9387 National Petroleum News apolis 3, Minnesota. 

and direct sales for the positions of District 520 N. Michigan Ave., Chicago 11, Ill. 

and Division Sales Manager. Experience in For Sale in Oklahoma—Oil Compenndion Blend- 


Southern United States preferable. If neces- ing Plant with land, plant facilities, machinery 
. and equipment. Idea] location, two railroads, two 


sary, must be willing to relocate in South- freight lines. Three well advertised trade-mark 

east. brands of oil and an established brand of per- 
manent anti-freeze. BO-9059, National Petroleum 

Replies will be kept confidential. Send com FOR RENT AT nit ; 

plete resume and picture to Ada Oil Com- Waterfront Have some pera am denen ina petedions 


pany, Director of Personnel, P. O. Box 844, jobber arrangement either as a partner or will 
Houston |, Texas. BULK STORAGE AT consider purchase of jobber installation. Thirty 


PORT OF PHILA. eight years of age fourteen years experience 


with the Standard Oil Co., as a service station 


j j operator, asst. mgr. of service station and bulk 
Chemical, Solvents, Oils, etc. station distributor. The past seven years have 
Ol BURNER A 5—600,000 gallons 4—300,000 gallons been spent in selling farm equipment for a major 

AVAILABLE IMMEDIATELY company as a company representative. Address 


ae Che all replies -9298, National Petrole rs. 
will rent these tanks individually. ill replies to BO 8, National Petroleum News 


AND INSTALLATION ENGINEER PIONEER Oil. COMPANY | FOR SALE 


61st and Paseyunk Philadelphia 42, Pa , ° 
Opportunit th one of the | f bs ’ ° Meters-Smith — T-10 2” Unused Complete. 
iibeters in tamer Bucks phon syd Maan es ARATOGA 7-2100 $149.00 ea. Pumps -Y.&T. BS 80-2” 7 Rotor— 


expanding our oe of the sale and instal- Un sed $75.00 ea. Meter-Granco I 4” : 500 
lation of residential oif burner equipment. You .P.OM. Unused $325.00 ea. Noz noe eye 
must have experience in this field. Submit com- 5- New. $9.50 ea. Universal Oil & Gas 
plete selling record and personal information. We COMPARE , Canonsburg, Pa. 

want a top man for a top selling job—one who 

can eventually head up this department. 


Salaried. Write in confidence. Our personnel OIL COMPANIES 
know of this advertisement. 


P-9154 National Petroleum News pe moariso! f ; — giving fing eae 
Class, Adv. Div., P. O. Box 12, N. Y. 36, N. Y. 4 > aes x SP with. comnetitore 
ive capitalization, production, cash flow, earn 


lividends. Prepare J by the publishers of 


ron sate 2 iin blnin. 4 Grn 00 Rees | | PROPANE GAS PLANTS 
1950 White Traster—Wo2T ee AN made. available to station operators. and. all in US AMMONIA PLANTS 
§ ¢ Tractor—WC26T. : “s 4 ave me Al 
Jose GMO single axle Trailer Tonk, cap. 3,550 gals, petroleum marketin vai Only $3 net ag a oa ANHYDRO 
com aux. engine with 2/2” pump he conversation value alone natural i 
Clostrle reel with 150’ of 1%” hose. Brodie Meter; tt should be investing in oil stocks Designed and Installed 
15 cap. Gravity or pressure flow with ticket 


™ CK CORPORATION 
print$-9151 National Petroleum News ol STATISTICS COMPANY, Inc. Te cee oa 
520 N. Michigan Ave., Chicago 11, fil. Dept. NP, Babson Park 57, Mass. . vr 
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Coming in February: 


A LOOK AHEAD: 


agent. 


PLUS: 


Special features on 





.. the private brander . . 


and products . 


happened to NPN “alumni” .. . 


. . lubrication 


affect oil marketing 


50-year-old distributorships . 


(For advertisers: Closing date is Jan. 2, 1959) 


NPN’s Golden Anniversary 


National Petroleum News will mark its fiftieth birthday with a special issue, including .. . 
A LOOK BACKWARD: NPN’s “Quick History of Oil Marketing 
A LOOK AROUND: An appraisal of where oil marketing stands today 


Exclusive forecasts on the future of individual oil products and how the markets 
are changing 
Articles by top marketers on the future of the jobber 
. the dealer 
How the future shapes up for bulk plants ... transportation . . 
service stations 


Symposiums on the future of equipment and TBA 


.. longtime NPN subscribers . 
and the story of NPN: “How to Be Young at 50” 


The First 


50 Years” 


the commission 
. fuel oil burners 
will 


how automation 


.. What's 
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B.EGoodrich 


toss Oi) Corporation, Akron, Ohio 


Same size outside, but bigger inside 
for faster fuel-oil deliveries 


New B.F.Goodrich hose can give you more deliveries per day 


I you use 14” hose on your fuel oil 
trucks, here’s news for you. There's 
a new 1%” B.F.Goodrich fuel oil hose 
that will give you 20% faster fuel flow, 
yet it weighs no more, takes no more 


” 


room on the reel than a standard 1% 
hose rated at 150 pounds. This means 
you can get faster deliveries, more per 
day, and still carry the same amount of 
hose on the reel 

Extra strong rayon cord used in the 


braided reinforcement gives this hose 
strength without added bulk or weight, 
makes possible a larger tube diameter 
without increasing outside diameter of 
hose. This reinforcement prevents hose 
from collapsing on reel to stop or slow 
down flow. And there’s no reinforcing 
wire to take a permanent kink. 

The tube of this new B.F.Goodrich 
hose is completely oilproof, won't swell 
or flake off. Its tough cover is built for 


rough use, can be dragged over curbs, 
rough sidewalks and driveways without 
damage. You can let it stand in gaso- 
line, oil or grease. There's no danger of 
cracking or checking from the hot sun. 

The improvements in this new B.F. 
Goodrich hose, known as Type 83, can 
help you get faster deliveries, reduce 
operating costs for your fuel oil trucks. 
Ask your B.F.Goodrich distributor to 
show youa sample. B.F. Goodrich Indus- 
trial Products Company, Dept. M-481, 
Akron 18, Ohio 


B.EGoodr ich fuel oil hose 
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UINTENANCE: 


another area of 


INTERCEPTOR LEADERSHIP 
/ 


Only the doors ds the base of this 
new Tokheim INTERCEPTOR 
pump everf/need repainting. All 
other exposed parts are either por- 
celain or/stainless steel. Add to this 
the proved upkeep economy of the 
Tokheéim meter and pumping unit, 
and you have a pump that qualifies 
as the low maintenance champion. 
Tokheim welcomes comparison with 
any other dispenser. 


48” high Interceptor Model 448 without dial 
lighting. Model 452 has brilliant fluorescent 
lighting. Single and Twin models available. 


Only the ALL-NEW TOKHEIM 


nterceptor 





gives you such value! 


V compare it point for point before you buy 


TOKHEIM CORPORATION 


There is no substitute OKHEIM DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
for TOKHEIM QUALITY! FORT WAYNE, INDIANA 


Factory Branch: 475 Ninth Street, San Francisco 3, California 





Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A.G., 
Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 





Now... along every road 
some Stations will cost less to maintain 


+ ne new SALESMAN-48” 


70% LESS REPAINT AREA 


Beauty that lasts—with hardly any main- 
tenance! That’s one reason why so many 
service stations are ordering the new Erie 
“Salesman-48” pump. 


70% of the exterior surface is stainless 
steel and polished aluminum . . . lifetime 
materials which require no maintenance. 
You have only two six-square foot panels 
to repaint. And since panels are inter- 
changeable, they can be repainted in cen- 
tral service shops at far lower cost than in 
the field. 


Another cost-cutting feature: Erie’s “‘Sales- 
man-48” has no lights to burn electrically; 
normal station lights overhead illuminate 
the wide sloped-back dials. 

Interested in more customers-catching 
glamor at lower maintenance cost? Inter- 
ested in paying less per pump for every 
pump you buy? Investigate the “Salesman- 
48.” Call your nearby Erie district man- 
ager, or write for “Salesman-48” bulletin. 
Erie Meter Systems, Inc., Erie, Pa. 





